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HOW LONG 


IS A MINUTE? 


























@ One...two... (He lives a lifetime in that mad plunge earth- 
ward)...nine...ten*—then a puff of white in the sky happily 
checks his rapid descent... 

Such experiences prove it’s not the orbit of the second 
hand that measures the length of a minute, but rather it’s the 
intensity of interest or excitement contained therein. 

So we say to advertisers and agencies just this: Take one 
minute. By means of motion pictures fill it with Sight, Action, 
Color and Sound. This Minute Movie Minute is a Big Minute 
—big enough to demonstrate and describe your product 
story,big enoughto create amore lasting impression because 
it reaches your prospects through eye and ear simultaneously. 

We'll help you work out production details for your Minute 
Movies and book them as part of the regular performance in 
as many as desired of 8800 theaters, located from coast to 
coast. Screening cost $3.00 per thousand people reached. 
Write today for facts about current Minute Movie campaigns. 


* For safety’s sake, the CAA and the 
U. S. Government have decreed a 
parachute jumper should count to 
ten before pulling the cord. 


GENERAL SCREEN ADVERTISING, INC. 


WRIGLEY BUILDING * CHICAGO, ILLINOIS 
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INCORRECT THREADING 
OF FILM 1S POSITIVELY 





. 
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No More Damaged Film! 


engineering! The last possibility for your 
valuable business films to be torn by the sprocket 
has been eliminated. Instead of adding annoying B & 4 SA F F . L0 C K S 2 Ny 0 C KET 
gadgets in an attempt to protect film after it has 
jumped the sprocket due to incorrect threading 
or because of previously damaged film perfora- 
tions, Bell & Howell engineers have gone straight 
to the cause of most film damage and eliminated it 
once and for all. That is exactly what the new 
Safe-lock Sprocket does. It prevents film from be- 
: ing incorrectly threaded. \t is an exceedingly sim- SEE HOW EASY IT 
: ple device—easy to use. To thread the film, the 
operator simply places the film approximately in 
place, flips the Safe-/ock guard, and presto—the 
film is automatically, perfectly, and safely placed 
on the sprocket and Jocked there. It can’t jump 
off and tear itself on sprocket teeth. 


FILMOSOUNDS ALSO EQUIPPED WITH 
NEW CONSTANT-TENSION TAKE-UP 


The new B&H self-compensating constant-ten- 
sion take-up is another improvement now incor- 
porated in all Filmosound Projectors—another 
simple but effective device that eliminates take-up 




















troubles at their source. Constant-tension take-up Place film approximately in Flip guard against film, and Release guard. Film is securely 
automatically maintains the proper pull regardless place on the new Safe-lock film drops into place and is locked in place. lt cannot jump 
of the size of the reel—regardless of the amount Sprocket. engaged by sprocket teeth. off sprocket—cannot tear itself. 


of film on it. The entire length of film—long or 
short—is taken up smoothly and even!y. 





Tle mused \ BETTER Equipment ... . for 


Professional-quality Pictures 
PROJECTORS ( ... for GREATER SALES! 


Undisputedly first choice among the na-_ even simpler. For maximum results, it is 
tion’s most experienced users of motion Filmosound Projectors—now even more 
pictures for advertising and sales promo- than ever before. Precision-built by the 
tion, Filmosound Projectors now elimi- makers of Hollywood's professional movie 
nate the cause of damaged film and em- equipment—Bell & Howell Co., Chicago; 
barrassing interruptions, make operation New York; Hollywood; London. Est. 1907. 











MAY WE SEND YOU THIS BOOK 
WITH OUR COMPLIMENTS? 


Filmosound “Com mercial” Mail Coupon for “Showmanship” 


Choice of most firms which use sound movies for Re en 
advertising and sales promotion. Provides sound 
output double that of other similarly priced pro- 
jectors, and is simplified by the omission of features 
not needed for commercial use. Can be put into 
operation in less than three minutes. Gives theater- 
like clarity of both sound and picture. 











BELL & HOWELL COMPANY 
1808 Larchmont Avenue, Chicago, III. 


( ) Send 36-page, illustrated booklet: 
Showmanship, Today's Formula for Selling. 





( ) Send details on Filmosound “Commercial.” 
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Why this Sound Projector 
is a Sensational Success 


Check these AMPRO features! 


@ NEW sound loop synchronizer—Permits perfect synchroniza- 
tion of picture and sound by the exact forming of sound 
loop. Guesswork is eliminated. Re-setting of sound loop ac- 
complished without stopping projector when loop is lost 
through faulty film and without damage to the film. 




























































Leading Industrial firms and schools 
are ordering and re-ordering the 
new AMPROSOUNDS in ever in- 
creasing numbers. Behind this 
amazing success of the new Ampro 
Sound Models “XA” and “YA” lies 
a story of numerous superior fea- 
tures that have set new standards 
of performance for 16mm. sound- 


@ EXTREME quietness of operation—Runs so silently that no ; gee 
on-film projection. 


“blimp” or covering case is required. 


@® EASE of operation—aAll operating controls centralized on 
one illuminated panel. 





@®@ MAXIMUM film protection—A triple claw is used for mov- 
ing film, engaging three sprocket holes simultaneously. Film 
with two adjacent torn holes can be successfully used. 


Ampro patented “kick-back” movement lifts the claws from 
the sprocket holes before withdrawing, eliminating film 
wear. Take-up compensator prevents starting strain. ’ 
@ IMPROVED sound optical system—The light from the ex- Ve 
citer lamp is projected directly and optically onto the photo a 


cell without the losses or distortions normally encountered 
when mirror, prism, or mechanical slit is used. 





@ IMPROVED light optical system—In perfect alignment at 
all times, pre-set by the factory. Projection lamp base ad- j 
justable so that filament can be moved manually into perfect 
alignment with optical system. The Reflector and Condenser 
lenses are mounted on front cover for quick cleaning with- i 
out the necessity of using tools. t 


@ 1000 WATT Illumination provided—AMPROSOUND Models ' 
“XA” and “YA” are approved by the underwriter’s Labora- 
tories for 1000 Watt lamps. A 750 Watt Lamp is normally 
furnished as standard equipment but can be interchanged 
with 1000 Watt Lamps. 


@ PERMANENTLY attached reel arms—for Quick- 
Set-Up — Reel arms are permanently attached; 
merely swivel into position for instant use. Accom- 
panying belts, always attached, swing directly into 
position. 


@® SMOOTH sound—Entirely free from waver and dis- 
tortion due to its finely balanced flywheel, mounted 
on airplane type grease sealed ball bearings, and 
Ampro’s patented film guides. Curved film guides 
placed before and after the sound drum and sound spocket 
prevent the film from flapping. 


@ IMPROVED sound drum and filter—Mounted on precision 
ball bearings, the rotating type of sound drum avoids sliding 
action between the drum and film—prolong film life and 
maintains high quality sound. Curved film guides before 
and after sound drum eliminates weaving and “Belt action.” 


Also a Complete Line of 
Precision Silent Projectors 


Ampro Silent Projectors have been long famous 
for their brilliant illumination and ease of op- 
eration. They are today approved equipment in 
thousands of schools, colleges and homes all 
over the world. Among people who know 
16mm. projectors—Ampro is recognized as 
the standard of quality. Send coupon today 
for catalog giving full particulars including 
the complete Ampro line. 


@ SIMPLIFIED threading—Same as threading silent projector, 
with exception that film also loops around sound drum, 
eliminating looping film over a third sprocket. Film guides 
assure correct, easy threading. 

@ FAST Automatic rewind—400 ft. reel rewinds in 35 seconds 

—1600 ft. reel in 75 seconds without damage to the film. 

No transferring of reels or belts. 

USES Standard lamps—Standard prefocused lamps, up to 

1000 Watts. “Special” high priced lamps not required. 



















Please send me the new 1940 Ampro Catalog. I am 
particularly interested in: 


New Amprosound Models “XA“ and “YA™ 


P ¥ E '¢ | § | 0 N '¢ | N E ae) U | p M E NT Ampro l6mm. Silent and Convertible to Sound Pro- 


jectors. 
A M P i () 2839 N. W ESTERN AV ENUE Ampro Tri-Purpose Publie Address System. 
Vame 








CHICAGO, ILLINOIS 


iddress 


City . State BS-640 











The Simple Secret of Success 


in Cartoon Animation... 


“IDEAS—WELL EXECUTED” 








PROOF 


If you want proof that Caravel 
Plans get results, check with 


American Can Company 
American Machine and Metals, Inc. 
The Bates Manufacturing Company 

Wallace Barnes Company 

Black & Decker Manufacturing Company 
Cadillac Motors 
Calco Chemical Company, Inc. 
S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Congoleum-Nairn, Inc. 

Dictaphone Corporation 

E. I. duPont de Nemours 

Eberhard Faber Pencil Co. 

Ethyl Gasoline Corp. 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Socony-Vacuum Oil Company, Inc. 
Swift & Company 
Talon, Inc. 

The Texas Company 


OR ANY OTHER CARAVEL CLIENT 





























N PRODUCING successful screen advertisements—as 
| indeed in producing successful business films of 
whatever sort—there is no escaping the time-old for- 
mula, “Ideas—Well Executed.” 


Evidence of Caravel's skill in developing money- 
making ideas may be witnessed in its new series of 
Technicolor Minute Movies featuring on behalf of 
the Pepsi-Cola Company the miraculous deeds of its 
two policemen, Pepsi and Pete. Cartoon drawings, 
animation, Technicolor photography, optical effects 
and musical scoring entirely by Caravel—in Caravel's 
own studios. 


Ability to produce’ films of high technical excel- 
lence is important. But even more important is the 
skill which goes into the preliminary planning. 


Asa result of wide experience in creating sales pro- 
motion programs of many different types, Caravel is 
especially equipped to advise with you in the profit- 
able use of business films. For the coaching of a far- 
flung sales or dealer organization... for the spurring 
of indifferent middlemen... for the educating of buy- 
ers with respect to points of quality or manufacturing 
techniques... for the creating of improved relations 
between management and labor...for the stimulation 
of consumer buying... 


A Caravel Plan is more than a motion picture or a 
slide film; it is a completely rounded program which 
directly leads to increased sales. Ask our clients. 


CARAVEL FILMS 


INCORPORATED 


New York @ 730 Fifth Avenue ° Tel. CIrcle 7-6112 
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CARTOON FILM Ss LTD. 


COMMERCIAL ANIMATED CARTOONS RECENTLY COMPLETED IN OUR STUDIOS 
FOR THEATRICAL DISTRIBUTION 


COMPANY PRODUCT TITLE 


SuHecyt Orr Company, Inc. GoLpEN SHELL Motor OIL “Squirt In Time’’ 


‘Cops and Robbers” 


‘Piston Rodeo’’ 
‘Time Counts”’ 
“Cross Country Run” 
‘Endurance Relay” 

W.K. KettocGc Company Rice Krispigs “The Pantry Purge’ 
Breakfast Pals’’ 
* Breakfast Harmony™’ 
Sinking, Sinking, Sunk” 


Lever BROTHERS RiNso ‘* Let's Come Clean’ 
“Grime Does Not Pay”’ 
'“Fotled Again’ 
"Meet The Champ” 
Krart CHEeeseE COMPANY Matteo MILK ‘*‘Week-End Par’’ 


‘*Does The Shoe Fit’’ 
"Energy Up-Batter Up’’ 
“Milk With Oomph’ 


Mitver’s Mutua Fiour AssociaTIONn FLOUR “He's Champion’ 
WestinGHousE Evecrric & Mrc. Co WestiNGHouse Minute Movies (Animated Portions) 
Forp Moror Co. (Non-Theatrical PaRTs “Keep This Under Your Hood’’ 


YOU ARE CORDIALLY INVITED TO VIEW OUR RECENT PRODUCTIONS IN THIS SUCCESSFUL ADVERTISING 
MEDIUM 


NEW YORK - 30 ROCKEFELLER PLAZA € STUDIO - BEVERLY HILLS, CALIFORNIA 


ee 


THEATRE DISTRIBUTION 


Results of recent distribution surveys are available to clients and distribution can be effected through our facilities 


or those of other existing placement companies. 








@ THERE IS JUSTIFIABLE PRIDE in 
the news of recent production ac- 
tivities in this industry. The only 
original within re- 
cent years in the art of the motion 
picture as well as in still projection 
have come out of this commercial 
field. 

With the of 


Hollywood for new forms of en- 


developments 


tremendous need 


attrac- 
tions to support the entertainment 


tertainment and audience 
industry's two billion dollar in- 
vestment in theatres, it might be 
logically felt that inventive genius 
would be well served in this field. 
Instead it 
mercial producers to present the 


has remained to com- 
first all - Technicolor three - dimen- 
sional films and to screen for the 
public such outstanding reels as 
Audio’s Symphony in F (Ford) 
and business documen- 
taries as the Handy-produced Re- 
the 


many 


such fine 


Through Years 
the 
productions 


freshment 
(Coca-Cola) and 


Wilding 
screened throughout the country. 
A New Medium? 

* News that 


picture projectors 


new 


now being 


motion 
be 


placed in taverns and other public 


continuous 
may soon 
places either for coin machine or 


advertising use has come to us 
from Hollywood, Chicago and New 
York sponsors. This new equipment 
is being promoted actively by at 
least one very prominent national 
manufacturer with adequate service 
facilities and by several others. 

To all of them we offer this word 
put the 


for a reasonable 


of 


operation 


advice: machines into 
trial 
period and prove public acceptance 
before you seek an audience with 


the advertiser. 


Producing “Symphony in F” 

* One of the really illuminating 
documents of the industry came 
to us the other day in this letter 
from A. J. Wilson of Audio Produc- 
tions executive staff, telling about 
the painstaking detail 
right hard work experienced in the 
production these past months of the 
New 


Fair showing this 


and down- 


new Ford sound movie for 


York World’s 


This Month: 
passes m review: 
discussed 


Screen advertising 
read about this much 


medium on pages 15-21 
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year. If you think the producer's of 
lot is an easy one, read on: 

“In 1934 Audio produced Rhap- 
sody in Steel for the Ford Motor 
That picture was ex- 
tremely successful at the Century 


Progress in 
in F 
win E. 
Company. 








q 

p—~d 

O F 
in 


Chicago 


will be even better. 


1934 


and we are hoping that Symphony 


Mr. Ed- 


Ludig who composed the 
score for Rhapsody in Steel also 
composed the score for Symphony 




















VOLUME TWO ° 1940 ° NUMBER SIX 
Cover: The Film Industry: Camera, Inc. 
World’s Fair Letter 10 
The Film in War and Peace 13 
Screen Advertising and the Audience 15 
So You Want to Write a Scenario? 16 
Major Markets Under the Microscope 17 
Local Dealers Say “Yes” 18 
Ad Films on Foreign Screens 19 
Animated Cartoons 20 
Verses from “The Dunciad” 22 
Metals—II: The Story of Nickel 23 
Health Education & Films: A Survey 25 
@ Business Screen Magazine, issued by Business Screen Magazines, Inc., 20 North 
Wacker Drive, Chicago, on June 15, 1940. Editor, O. H. Coelln, Jr.; Associates, 
R. C. Danielson; Robert Seymour, Jr. New York offices: Chanin Building, 
Phone Murray Hill 4-1054. Acceptance under the Act of June 5, 1934, authorized E 
February 20, 1939. Issued 8 times annually—plus 4 special numbers (not cir- 
culated in the business field). Subscription $2.00 for 8 numbers. Foreign: $3.00. 
50c the copy. Publishers are not responsible for the return of unsolicited m.s. = 
unless accompanied by stamped, self-addressed envelope. Entire contents Copy- = 
right, 1940, by Business Screen Magazines, Inc. Trademark Reg. U. S. Patent = 
Office. Application for entry as second-class matter is pending. 
The production story of the new Ford Coca-Cola's “Refreshment Through 
sponsored World's Fair film “Symphony the Years” ts reviewed on page 13 
im EF” told in this issue on page 31 of thts issue: others on page 31 
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in F, Mr. Ludig’s choice of the 


title, Symphony in F, suggests the 


treated his 
score. The key of F, a particularly 


manner in which he 
joyful and melodic one, is used to 
the 


which the symphony is built. This 


create theme passage upon 
theme recurs in the score with vari 


ations and movements branching 
off as the picturization moves into 
fields. But the 
“Theme in F” is heard, we always 
find the 


screen 


many each time 


ourselves observing on 
the Ford the 
structive and impelling force to- 


idea as con- 
wards progress and prosperity. 
“On the production side, we used 
two complete Technicolor crews for 
Part of 
that the 


a period of two months. 


this was due to the faet 


picture contains a_ considerable 
amount of stop motion photogra 


As 


photography is produced by photo- 


phy. you know, stop motion 
graphing one frame at a time and 
moving various parts and objects 
just enough so that when the pi 
ture is projected at the rate of 


twenty-four frames per second, the 


, 

(Please turn to Page 31) 
DuPont (Finishes Division) ts th 
spon of another recent — picture 
which is discussed on page 31, too 














Seene from the talking slidefilm After the Sale Is Over produced 
recently by Brobuck, Ine for the Central Service Division of the 
Chrysler Corporation. It i shown here on the Da-Lite Challenger 
Sereen—the only screen with square tubing in the tripod and exten- 
ion support to hold the case aligned. 12 sizes from 30x40 in. to 
70x94 in. inelusive, from $12.50 up Prices slightly higher on 


Pacific Coast. 










OTHER RECENT BROBUCK PRODUCTIONS 
ALSO SHOWN ON DA-LITE SCREENS: 


@ “Building a Bigger Business for Greater Profits” 


—for The Firestone Tire and Rubber Co. 


@ “Sales Managing Your Sales Force” 


—for the Oldsmobile Div. of General Motors Sales Corp. 


@ “We've Found a Better Way” 


—for the Kelvinator Division of Nash-Kelvinator Corp. 


@ “A Loan Well Made Is a Loan Half Collected” 


—for Household Finance Corp. 


@ “Happy Heat” 


—for Deleo Heater Div. of General Motors Seles Corp. 











DA-LITE SCREENS 


-Tivsl Chowce of Leading 








Producen, VDistitbutoy 
asad 9 of Grisivess Filsstt 


“‘"FOR THE MOVIES AND SLIDEFILMS WE PRODUCE 


WE RECOMMEND 
a 






Se 


(Reg. U. S. Pat. Off.) 


THE SCREEN OF KNOWN SUPERIORITY” 


George Brosch 


PRESIDENT 





ROBUCK 


INCORPO ATED 







1S EAST BETHUNE AVENUE - DETROIT - MICHIGAN 


“We feel that a sponsor who spends thousands of dollars for a 
movie or slide-film doesn’t want its effectiveness impaired by 
poor screening. If he gets poor screening, it will invariably be 
attributed to our photography, or camera work. So we have 
found it good business to recommend only a screen of known 


superiority. 


The simple, sturdy construction of Da-Lite screens insures free- 
dom from grief because they stand up under constant handling, 


transporting, and use, particularly by salesmen. 


“Our nine salesmen carry Da-Lite screens and use them in their 
daily work; yet, we never have had to replace or repair one, or 
even experienced any grief. Also, of the hundreds of Da-Lite 
screens we have sold to our clients, we have never heard of or 
received a complaint. Obviously, we will continue to prefer and 


recommend only Da-Lite screens.” 


BROBUCK, Inc. 
George Brosch, President 


This statement by Mr. Brosch is typical of many enthusiastic reports from 
users of Da-Lite Screens. It indicates the superior projection and more 
dependable service which you also can obtain with Da-Lite equipment. 
There are surfaces, styles and sizes to meet every requirement. Send the 
coupon now for the 48-page Da-Lite Screen data book. 


FREE DATA BOOK 





Mail Coupon Today! 











DA-LITE SCREEN COMPANY, Inc. 
Dept. 6-B 2723 N. Crawford, Chicago, Ill. 


Send your 48-page screen data book 
without cost or obligation. 


Firm Name 


Address 


I 
| 
| 
| 
Name het — 
I 
| 
I 
J 


Business SCREEN 













MANAGEMENT 


IRB determines the success of 


FRIED- 


EFS MAN-SHEL- 
= “sraen )D BY's Pro- 
t srtt ‘ for its 
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a nation-wide 
Manufacturer-Dealer 
Cooperative Movie Program 


Here at UNITED for more than seven years we have 











been successfully managing dealer cooperative movie 








Webs 
OLALS Lt 


programs for manufacturers. If you are considering 


such a program, it will pay you to come where they 









know how ... where they have been doing it for years. 


UNITED handles your program from script to screen 
. .» Merchandises your program to your dealer organi- 
zation through the services of the Association of Ad- 
vertising Film Companies . . . Several hundred field 












Orange 
Crush 


—ORANGE-CRUSH's 
Program for its bottlers. 


salesmen to sell the program to your dealers under 
your own policies . . . Almost 11,000 theatres in the 
United States under regular contract and available to 
your dealers for the screening of your films. 


For consultation, suggestions, and full details 


UNITED FILM AD 
SERVICE, INC. 


CREATORS-PRODUCERS-MANAGERS 
Kansas City, Mo. 





Member of Associa- 
tion of Advertising 
Film Companies. 


PrHILCO 
—PHILCO’s (Hutchins 


dvertising Company 
c.) Cooperative Pro. 
8ram for its dealers. 


(A 
7.¢ 


3 ar 
ha ! 


Distributor for Gen- 
eral Screen Advertis- 
ing,Inc., Chicago, and 
Screen Broadcast Cor- 
poration, New York. 


In 
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Creators, producers and managers 
for Sinclair Refining Company 
(Federal Adv. Agency) of the 
Sinclair 50/50 Movie Program 
now in its 7th successful year. 
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Vay 30. 
went out 
Meadows to. see 
taken 


Gibson’s Fair of 1940. For the past 


1940 
@ Last 
Flushing 


suNDAY, I 


what 


place in Mr. 


{ hanges had 
weeks it had appeared that Mr. 
Jupe Pluvius was settling down to 
the status of a permanent exhibit. 
In view of this constant inclement 
weather. 
that the attendance has not 
too bad: to date 


however. it would seem 
been 
(17th day). the 
attendance has been over 1,300,000; 
last year at this 
1.600.000. With brighter 
should 


siderably in the next month. 


time it was 
weather 
admissions pick up con- 
The ¢ hrysler Theatre was the first 
They 


heralded new 


stop on my tour. have the 


much Stereoscopic 
lechnicolor film depicting the 
building of a Plymouth in stop-mo- 
Aptly titled, New Dimen- 


sions, it is a 


tion. 
worthy successor to 
last year’s smash hit, in fact. it was 
one of the very few places in the 
Fair Grounds on this drizzly day 
where | saw anyone waiting in line. 
The new Chrysler picture is pretty 
much the same as last year’s attrac- 
tion except that it is in color. You 
still hear the howls of delight when 
a cam shaft seems to hit you in the 
eye. 

Across the street. the Ford ex- 
hibit has a new theatre featuring a 
ballet. a clever fashion show, and 
Technicolor 
The Ford 
Exhibit seemed to lack an entertain- 
ment quality last 


the beautiful new 
movie, Symphony in F. 


year. that one 
quality which prevents Elmer from 
exhibit in 


wandering through an 


five minutes flat. The new theatre 
should solve the problem; the mo- 
tion picture seems to tie-up the mes- 
sage of the whole exhibit into a 
I know that in my 
case it had that effect: | went back 
to see some of the other features of 


the exhibit that I had hurried over 


concrete theme. 


before. 
There was a rumor several weeks 
hoth 


DuPont would be represented with 


ago that Westinghouse and 


films this year. I found none at 
either place. Two of the guides at 
the Westinghouse Exhibit told me 
that there just was not enough room 


I should think 


an ideal place would be the little 


for a film theatre. 


theatre where the Battle of House- 
wives takes place. The film might 


Epitor’s Note: Since the above 
was written, word has reached the 
editorial offices o} Business Screen 
that specially prepared animated 
subjects based on the Westinghouse 
ultra-violet lamp are ready for 
showing at the Company's Veu 
York Fair exhibit. A 
these will be 


forthcoming Fair Survey pages. 


review of 


contained in our 


[10] 





WORLD'S FAIR LETTER 


HANQNQNN000000000EUOOUUUUOUUUOUUUUUOUUOVOANAONGNONGOREEOEOUOUGGTUUUUUOUOUUUUAAAVAOGOONOOQGONONOGOOEOOOUOUUUOUOUUOUUUUUUOOUUUAONOGOONONONOOONOEUOUEOOUOUUUUUUUOUUOUUAUAAUAOAANGANNANNdbnnenbOnOOUUOUUOTi 


This year’s edition of the New York World's Fair presents another 
outstanding illustration of the wide and varied uses for the busi- 
ness film. Here Business Screen’s Eastern editor tells about them. 


be shown between each demonstra- 
DuPont guides told me that 
there had been some talk of using a 
movie in the hall at the end of the 
circular chemistry exhibit, but that 
is just a rumor. 


tion. 


Petroleum is back again with an- 
other puppet picture. It seemed but 
little different from the 1939 film. 

Ven Make Steel is being shown 
in a small theatre on the second 
floor of the U.S. Steel Exhibit. This 


Technicolor picture is well known 


and needs no additional praise. I 
did think, however, that a newer 
print might have been used. At the 
showing I witnessed. the film was 
badiy scratched. 

Coca-Cola has taken over an en- 
tire building this year and is show- 
ing Refreshment Through the Years, 
which 
shows the part Coca-Cola plays in 
thought it 
was a fine clean-cut presentation. 


the new Technicolor film 


American Industry. I 


Continuous showings might be a 








Exterior and 


witertor 


views of the 


l S. Steel exhibit and _ theatre 


Steel’s New York Fair Theatre 





* An air-conditioned moving pic- 
ture theatre has been added to the 
United States Steel Subsidiaries Ex- 
hibit at the New York World’s Fair 
in order to make possible the pre- 
sentation of the technicolor movie, 
Ven Make Steel. 

Ven Make Steel was filmed by a 
Hollywood crew. The equipment, 
direction and technique are the 
same as are used in making a Holly- 
wood feature production. the 
actors, however, are the men who 
make steel and the scenes are scenes 
of actual operations photographed 
at the ore mines and inside the great 
mills where steel is made and rolled 
into finished forms. The picture, in 
addition to telling a story of steel- 
making, presents scenes of extraor- 


dinary beauty as the technicolor 


camera records the brilliant colors 


peculiar to flashing, molten metal. 
The narrative accompanying Men 
Vake Steel is presented by Edwin 
C. Hill, and the musical score, 
especially prepared for the picture, 
was recorded under the direction of 
Robert Armbruster. 

Along with the moving picture 
theatre on the second floor of the 
exhibit are a series of dioramas 
forecasting how steel may serve in 
the future. These dioramas include a 
forecast of possible future develop- 
ments in pre-fabricated steel hous- 
ing; an imaginative representation 
of a hydrophonic tomato farm, 
where all activities from irrigation 
to reaping are controlled by radio; 
and a working model for the City 
of the Future, where all traffic runs 
smoothly when regulated by central 
grouping. 





good idea; there was a long wait 
between performances Sunday and 
some people left the theatre rather 
than wait. 

The feature attraction in the Food 
Building is National Biscuit's 
Mickey's Surprise Party, and 
Around the Clock with the Cues. 
These are hold-overs from last year, 
and I am told they will be shown 
again throughout the season. At the 
I attended the house was 
just as full of happy, shrieking kids 
as ever. 

The Story 
again on 


session 


Strike is 
American 
Tobacco. I was told that there were 


o} Lucky 


view for 


plans afoot to bring in a new film 
shortly. 

The MacFadden Theatre of 1939 
has been taken over by Household 
Finance have 
Guest. 


who again Edgar 
Coty has a new Kodachrome, 
Living Color, which should be a de- 
lightful surprise to doubters of that 
process. If the projectionist would 
focus the film and turn down the 
speaker just a little it would help. 
The feature of the film is the beau- 
tiful work, 
blending of face powder and rouge 
and the remarkable color accuracy 
attained. 
Johns-Manville, 


pictures in 


optical showing the 


who displayed 


large quantities last 
year, have turned over their theatre 
to WMCA for broadcasts emanating 
from the Fair Grounds. Frankly, 
considering last year’s films at this 
exhibit, 1 think it was a wise move. 
Motion pictures at an exposition 
such as this must keep the holiday 
spirit to some extent; they must be 
colorful and dramatic. 
nary expository 


The ordi- 
film simply will 
not do. 

The value of good colorful and 
dramatic pictures has been borne 
out by the major exhibitors who 
are using them this year to a much 
greater extent than last year. 
Whereas two of last year’s major 
exhibitors have dropped the motion 
picture (MacFadden and 
Johns-Manville). three new theatres 
have been built (Ford, Steel, and 
Coca-Cola). And where last year 
only three of the majors used color, 
this year there are eight. It all 


media 


seems to bear out the premise we 
discovered last year: the job of 
the motion picture is to attract the 
largest possible percentage of visi- 
tors attending the Fair, and then to 
hold their attentive interest for the 
longest possible time. Using ordi- 
nary expository pictures with no 
particular “sock”, Elmer will walk 
out in a hurry, but with especially 
designed colorful films his attentive 
interest can be attracted and held 


with a surety. Bob Seymour. 
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PROBLEMS IN SHOWMANSHIP 


wai of shoes... and ships a sealing 
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An oil company wishes to screen a story that will present a new 
sales promotion plan to service station operators . . . a transconti- 
nental airline wants a picture to portray the pleasure and security 
of air travel ...a steamship company needs a film to promote 
trans-Pacific freight business ...a builder of agricultural machinery 
asks for a picture to sell and entertain farmers ... a motor car 
manufacturer wishes to sponsor a picture with a patriotic appeal 
...a tire company asks for a film to introduce a new tire for farm 
tractors ... a storage battery manufacturer finds need for a picture 
that will show retail outlets how best to sell the product . . . one 
of the world’s largest canners wishes to have a picture covering 
the history of food preservation . . . an electrical appliance manu- 
facturer asks for a production to entertain large groups of house- 
wives, and stimulate sales . .. a company specializing in baby foods 
would build good will among physicians through a picture stressing 
the need for periodic physical examinations for children. 

For each of these, Wilding created a sound motion 


picture, which accomplished the desired result 


to the complete satisfaction of the sponsor. 


TRUE MEASURE OF WHAT WE CAN DO IS FOUND IN WHAT WE HAVE DONE 


fp 
Catering to a select clientele 
who demand, distinctive 


Wilding Picture Productions, Ine. and outstanding Sound 


Motion Picture Productions 
for Commercial Application. 







cLEVEULAN D DET ROTIT ©eB:21caécod s.. wees 3) oe 











What 
Audience do 


you want for your 
industrial film? 


...and what 
Markets ? 




















Here are some case histories of MODERN’S distributive selectivity: 


For one client, distribution only has value when shows are staged before 
adult women’s audiences within a close proximity of one of their outlets. 
MODERN obtained a better than specified average attendance and staged 


2865 shows in specified quantities per month per territory over a period 
of three years. 


This client just released a new picture — again relying on MODERN. 


Another client sells mainly to men, and restricted his showing to 67 selected 
areas from coast to coast. 





MODERN controlled activity to specifications and has staged 5522 show- 
ings to men’s groups only. 
This program is still in circulation. 


Still another regular client brings out yearly models and felt that sales could 
be increased by showing his picture to every dealer’s salesmen in the United 
States in a series of key city meetings, the entire series to start and finish 
within a two day period. 





MODERN supplied projection service at every point timed with the client’s 
schedule and for the seventh year straight scored a successful performance 
for the client. 


What is your problem? The above are but 3 out of dozens of satisfied clients. 
Modern Talking Picture Service can help you. Telephone ClIrele 6-0910 
or write to: 














ODERW 
TALKING 
PICTURE 
SERVICE 





TRADE-MARK REG. U.S PAT OFF 


MODERN TALKING PICTURE SERVICE, INC. 


9 Rockefeller Plaza, New York, N. Y. 
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* WE CAN 


recent 


take the text of our 
lesson in international af- 
fairs from the easy-going ways of 
the old saying, “live and learn” 
which must certainly be revised in 
the light of events to learn—and 
live. Not only do we need to learn 
democratic institutions, we 
need to work at them. 


about 


Faith, blind and unswerving in 
the wrong as in the right, has ap- 
parently won great battles for the 
forces of totalitarianism. It must 
be girded to win even greater bat- 
reafirmation of our na- 
For indifference and 
disagreement we must substitute a 
thorough knowledge of our affairs 
and a common belief in the essen- 
tial truths regarding them. 


tles for 
tional unity. 


PROPAGANDA FOR THE RIGHT 


These are theoretically goals to 
be achieved by a program of pub- 
lic education. There are important 
direct objectives, however, which 
need to be examined and pursued 
for their immediate benefits. These. 
together with the agencies avail- 
able for achieving them are worthy 
of the both 
ment and business agencies. Of 


attention of govern- 
these agencies we are principally 
concerned with the efficiency and 
depth of film propaganda. 


The word “propaganda” has 
horrid implications to the “angle- 


But it 
has as much meaning for the dis- 


conscious” American mind. 


semination of truth as it has for the 
half-truths and with 
which it is so often associated. We 
need a new term and very prob- 
ably it is “public education.” Thus 
we examine films for public educa- 
tion and those intended for specific 
problems dealing with personnel 
and defense training as 


distortions 


well. 


Firm ProcraMs ABROAD 


From Germany comes the au- 
thoritative report of one observer 
brought to Business Screen 
the. facts 


films alloted a regular portion of 


who 
concerning government 


the screen programs in every 


BLS Ta 
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land for the 
In Germany, too. 


theatre in the 
several 


past 
years. 
visual education in the schools has 
reached the greatest perfection and 
that nation is far ahead of the 
world in the use of 
scientific and films. 

Government films are under the 
direct supervision of the Nazis and 
both photography and sound are of 
the finest quality. 


rest of the 
educational 


No expense is 
spared to produce films designed 
to inculcate national pride, as wit- 
ness the thousands of feet exposed 
in the filming of the last Olym- 
pic Games and the frequent 
production of semi-official feature 
subjects for showing in Germany 
and abroad. The 
most recent “contribution” was the 


government's 


filming of the invasion of Poland 


and, later, of Norway. These 
graphic subjects have been shown 
in the Balkans and elsewhere and 
are said to have been effective in 
paralyzing Norwegian resistance in 
the early stages of that invasion. A 
good percentage of newsreel foot- 
American 
official 
staff photographers. 


age given to concerns 


was taken by German 


Wuat Can We Learn? 

In England, as in Germany, the 
motion picture has been a most val- 
uable addition to the government’s 
information England's 
contributions were sociological and 
self-critical until the actual period 
of the war, however, and not until 
after the declaration were produc- 


agencies. 


PLMS UN NATIONAL DEFENSIS 


Demscnacys Safeguards are Understanding and Unity. The Screen 
has Unegualed Power te Assure These for Government and Business 


tions begun for strictly progaganda 
purposes. Of these, we saw The 
Lion Has Wings, an ambitious fea- 
ture production based on Royal Air 
Force activities. Squadron 992, a 
film of the Balloon Barrage, was 
here. France, 


not shown mean- 


while, had an imposing list of 
thirty propaganda films, all of 
which were produced after the be- 


ginning of hostilities. 


These came too late. England 
and France afford simple lessons 
of great importance to all of us. 
We won't need war propaganda if 
we sell America to those who en- 
joy its blessings now. We won't 
have any use for anti-anything if 
we speak for a pro-America and 
for all that America means today 

Such films will be 
without government order in every 


theatre in the land and cheered by 


now. shown 


those who see them. 


They need not be produced by 


government propaganda agencies 
and then they will not fall into the 


classification of 


political propa- 
gandists which was the charge made 
of the recent United States Film 
Service after its production of 


supposedly pro-New Deal pictures. 
They will take 
from the greatness of industry and 
of industrial achievement. They 
will tell the youth of America that 


their inspiration 


we were the first to conquer the air 
for free men and the strongest to 


oppose those who would use it 


solely 


for unprincipled conquest. 
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The practical business of devel- 
oping a strong national defense 
force and the training of thousands 
of new recruits will be considerably 
aided by the use of technical and 
training films. Every operation ol 
modern mechanized equipment. 
every maneuver of modern aircraft 
and naval units can be picturized 
and drilled into the minds of those 
who must aid in this program far 
better than it can ever be accom- 
plished short of the actual experi- 
ence which comes only as a final 
stage in the training routine. 

We must 


“tools” and to use them to their 


learn to accept these 


utmost. No traditions must stand 
in the way of the employment of 
such films industrially. The film 
has shown its possibilities as a 


mass - production training instru- 
ment. It is capable of driving home 
intricate mechanical details just as 
well as political idealogy and we 
are far better equipped with pro- 
distribution 


facilities to make the job succeed. 


duction facilities and 


These, then, are a few of the 
practical aspects of the situation. 
What 


bring these into effect? 


method of organization can 


Wat Are Speciric Tasks? 


Business Screen advocates the 
formation of a non-political citi- 
zens group for the organization of 


We do 


not advocate the dominance of such 


a national film program. 


a group by industrialists but in- 
sist on their presence on it; neither 
do we exclude government officials. 
educators and representatives of 
both commercial and entertainment 
film industries. 


There is a real need for the em- 
ployment of every weapon of pub 
lic education that we have at our 


command. We have the greatest 
knowledge of the film medium in 
the world and the most sizeable 
industry. Let us use it now—not 
for the purpose of selling out our 
public sympathies for the produc- 
tion of “anti” propaganda but for 


the task of uniting America. 


CREE or | TI 
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Coca-Cola Produces 


Refreshment Film 


® Man’s constant search for re- 
freshment is the theme of the Tech 
nicolor motion picture, Refresh 
ment Through the Years. 

Ihe story. dealing with the ro- 
mance and growth of the carbo- 
nated beverage industry, begins in 
the early days when natural springs 
of carbonated water were places 
that only people of wealth could 
visit. 


It was Joseph Priestly who made 


arbonated walter available to 
everyone, according to the picture. 
hy discovering how to make it in 
his laboratory about the year 1767. 
Later, Townsend Speakman, of Phi- 
ladelphia, hit upon the idea of 
Havoring carbonated water to pro- 
duce what people began to call 
‘soda water.” 

Some of the most interesting 
scenes in the picture are those 
showing how the old-time bottling 
plants were operated at the begin 
ning of the present century. To 
make these scenes, an _ old-time 
plant, with its foot-power ma 
chinery, was set up in a_ studio 
on the United Artists lot in Holly- 
wood, where the Jam Handy Or- 
vanization has its coast production 
headquarters. 

Then the problem developed 
how could this forty year old equip- 
ment be operated? Property men 
and technicians were stumped. 
They found that a man now livine 
in Los Angeles. and identified with 
the Coca-Cola bottling business. 








A MOVIE-CONSCIOUS PUBLIC 
DEMANDS PROFESSIONAL QUALITY 


Y (7K HAVE said it often and we repeat it now: there can 

be no compromise of theatrical quality production 
standards for the sponsor who aims to reach any portion 
of the public with motion pictures. The 85,000,000 
Americans who patronize the 17,000 theatres in this 
land of ours each week have been educated to standards 
of production quality and technical excellence far ex- 
ceeding any period in our past history. 

All of the equipment and personnel capable of turn- 
ing out the masterpieces of cinematic art which we have 
recently seen in our local theatres can be duplicated in 
the commercial production field. Recent successes in 
color and third-dimensional production show that the 
commercial producer is going even farther in inventive 
originality than is now possible in the theatrical field. 
The art of films with a purpose requires both creative 
skill and sound business knowledge but it must not be 
cheapened by a reduction of final production quality 
through price bargaining or semi-amateur production 
with inferior equipment. 


Hollywood has shown us the way with great pictures; 
it has also shown us the road to box-office failure through 
the cheapening of its product. No one compares the 
lavish budgets of super-spectacles with the far more 
modest expenditures available for commercial films but 
the audiences are often the same. There are millions of 
them awaiting educational, informative and entertaining 
reels but they will all insist that such pictures meet the 
standards to which they have become accustomed. Their 
numbers and interest are worth this minimum require- 
ment without mentioning the fact that your product’s 
position and superiority are also being judged. 








a 
once ran a set of this old-time ma- 
chinery in his youth in Alabama. 
WHAT IT TAKES TO MAKE A MOVIE: this simple scene from a sonnel pictured in the s 
recent commercial film production appears on the screen for a feu set from the electrician 


fleeting seconds in hut a 
production but “behind the scenes” 
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sequence from a_ lengthy 





His assistance was sought and he 
became a “producer” for a day. 
Contrasting with the crudity of 
the old-fashioned bottling methods. 
are modern scenes detailing the 
scrupulous care with which every 
detail of modern manufacture of 
syrup and the modern bottling of 
carbonated beverage is carried out. 
Refreshment Through the Years. 
also provides glimpses of other in- 
dustries that are closely related, 
such as the making of bottles, the 
manufacture of crowns for bottles. 
the harvesting of sugar, as well as 
scenes made in steel mills and 
other plants which supply mate- 
rials for the carbonated beverage 
industry. Produced entirely — in 
Technicolor by the Jam Handy 
Organization. Refreshment Through 
the Years is available from local 
Coca-Cola bottlers for showings at 
clubs, schools and other groups. 


Camel’s Theater Ads 
* Four minute movies, produced 
in Technicolor for Camel Cigar- 
ettes by West Coast Sound Studios. 
Inc.. of New York City, super- 
vised by William Esty Agency, 
and distributed through Screen 
Broadcasts and General Screen 
Advertising, have been the basis 
for an advertising campaign run- 
ning nationally from coast to coast. 
The theme of the series is taken 
from “seeing is believing” adver- 
tising appearing in leading publi- 
cations and features the smoke test 
by which it is proved Camels give 
the equivalent of five extra smokes 
per pack because they smoke 
longer than any of the other of the 
fifteen other brands tested. 


(right) which shows the same 
property man’s point of view, 
not to mention the long and tedious research which made his- 
lies the equipment and _per- torical accuracy _ possible 


each detail of the sequence. 
Wilding 
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* Mort 
nation’s 


ONE-HALF of the 
theatres now. ac- 


THAN 
17.000 
cept and regularly show screen 
advertising to their patrons. The 
brief 


majority of these are very 


messages of approximately one 
minute in length and not more than 
five are usually shown on a single 
program. 

This is not a new medium and 
yet its present sponsors and_ the 
producers and distributors of the 
films have brought it to a stage of 
perfection and receptivity far be- 
yond that of its early beginnings 
in the glass slide and curtain ad- 
vertising days. Today color, car- 
toon fantasy, swiftly-paced news- 
make 


reel sequences and sound 


these minute-length movies the 


equal of the feature attractions 
they accompany. 


fields of 


savailable to the screen advertiser: 


Two circulation are 
in the first, the manufacturer with 
national distribution may purchase 
a complete campaign based on a 
syndicated series of film playlets to 
he placed in theatres approxi- 
mating his own retail outlets. These 
national advertisements may be lo- 
calized by the addition of dealer 


signature “trailers”. Circulation 
controls based on theatre attend- 
ance assure the advertiser and ad- 
vertising agencies (who place a 
great percentage of such business) 


careful measure of cost and results. 


SCREEN ADVERTISING ® 1940 


| ADVE 
& THE WON 


NATIONAL AND DEALER 


CO-OPERATIVE FIELDS 


National campaigns based on lo- 
cal dealer participation form an- 
other field of 


Such films are placed on a basis 


screen advertising. 


similar to co-operative newspaper 
advertising in which the national 
organization prepares the original 
advertisements and the dealer 
meets the cost of local distribu- 
tion. in this case the local theatri- 
cal showings. The national cam- 
paigns are placed through national 
film distribution agencies especi- 
ally geared for selection, promo- 
tion and distribution as well as 
analysis and checking of returns 


Li cal 


programs are sold to the 


and results. participation 
local 
dealers through field sales staffs 
maintained by those organizations 
specializing in this type of 


screen advertising distribution. 


Wuat Do Aupiences THINK? 


The theatre owner is the judge 
of the acceptability of screen ad- 
vertising. Often confused as evi- 
dence of the non-acceptance of such 
programs are the lamentations of 
producer-controlled theatre man- 
agements and of producing organ- 
izations who have products which 
compete for all available screening 


time. On the other hand the show- 


ing of advertising playlets in more 


than 7.000 theatres of the country 
has gone on ever since the birth of 
The fundamental fact 


audiences 


the movies. 
is that 
poorly-produced films or those in 


resent only 


poor taste and the modern adver- 
tising playlet is produced accord- 
ing to standards comparable with 
those of Hollywood's finest. 


Some _ locally-produced _playlets 
have been offenders of this rule. 
Poor sound qualities and amateur- 
ish photography contribute to the 
audience’s dislike of 
butcher. 


these - local 
baker and coal dealer 
Such antipathy is not 


felt in the case of the 


trailers. 
national 
playlet and, in fact, recent color 
cartoons have been created with 
applause. 

Although this field represents but 
one of the many ways in which 
films are used today by business, it 
it, nevertheless, a potent factor be- 
cause of its ability to deliver mass 
audiences at a flat price per person 
subject to careful auditing of re- 
sults. The potency of the film me- 
dium is by no means diminished 
by the observation of the rules of 
good taste. In one typical screen 
campaign, a questionnaire was sent 
to 161 theatres; 49 replied and of 
these 48 reported either excellent 
or good as their answer to the fol- 


lowing questions: 


1. How did your patrons react to 
the advertising playlets? 


RT TSENG 
IE AUDIENCE 





2. As a measure of subject treat- 
ment how did you like the man 
ner in which the subject’ was 

handled in these films? 


MAINTAIN RESEARCH DEPARTMENTS 


Theatre relations departments of- 


fer indexed information concern- 
ing the seating capacity, average 
weekly attendance, location, type ol 
patronage and days per week of 
theatre in the 
Attendance 


computed on the same basis as that 


showings of every 
country. figures are 


used by theatre managements to 


sauge their own incomes and 
quoted lower. One formula set up 
as a rate base is “attendance equals 
six times seating capacity.” 

In further pages other factors 
are discussed. In summary of 
these it may be said that theatre 
medium 


screen advertising is a 


with a proven “present” and a 


ereat future. Its present lies in the 
actual statistical facts which such 
distributors are able to lay before 
the advertiser which show the large 
numbers of excellent neighborhood 
theatres in large cities and small 
which are available for this potent 
method of advertising. /ts future 
lies in the good taste and in the 
strict adherence to the rules of au- 
dience acceptance to which spon- 
sors and producers alike must ad- 
here so that this medium may one 
radio 


day take its place with 


magazines and newspapers. 
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TEST has only 





. Fine, but remember your product's SCREEN 


a minute — both to make friends 


and to make the sales for which it was intended 


@ BEFORE YOU TAKE out your stop 
watch, pencils and scenario paper 
and begin to work with the fussy 
little details of how feet of 


film to the minute, you may 


many 
save 
yourself endless confusion and dis- 
appointment if you are fully aware 
of the peculiarities of this new, 
Actually, the 
minute 


streamlined medium. 
preparation of one com- 
mercial talking motion pictures fol- 
lows the same broad principles em- 
ployed in the creation of all forms 
but with 
three important differences. I 


of successful advertising 


1s 


the observance of these three extra 
factors that should keep you out 


of the rough. on the fairway, hole- 


high. 
Group SELLING 

First: You are advertising to a 
sel group of people, not to individ- 
uals. Your magazine advertising or 
your radio commercials are really 
individual advertisements, reaching 
and directed to individual people. 


Your 


choose to read your printed ad. If 


prospect may or may not 


he reads it and does not approve 
of it, 


one prospect. His opinion does not 


you have lost nothing except 


influence the balance of your audi- 
ence. Similarly, your prospect may 
willingly listen to your radio com- 
mercial or he may tune it out. In 
either case, you have simply won 


or lost one prospect. 


SOME OF THE PROBLEMS 
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Not so with motion picture ad- 
vertising in theatres. Here your ad- 
vertising takes a bow before a large, 
ready-made audience. Should even 
just one or two people in that audi- 
ence be displeased with the tone or 
content of your message, their rest- 
lessness and disbelief will be in- 
stantly communicated to everyone 
else in the theatre. 

If you have ever heard one per- 
son in a theatre audience start to 
cough and sneeze, you know that a 
virtual epidemic of coughing and 
makes the rounds of the 
entire audience. 


sneezing 
If one person in 
the theatre starts to applaud, other 
expressions of goodwill follow at 
once. Such is the mass psychology 
which your ad in the theatre must 
face. 

Therefore, the first thing to re- 
member in preparing commercial 
motion picture playlets for release 
in theatres, is to bear in mind that 
nothing should be injected into the 
playlets to which any person of 
any type could conceivably dis- 
like or object. It is even more than 
a question of infecting your audi- 
ence it is a question of having 
Unlike 


publishing or radio enterprises, the 


your advertising run or not. 
motion picture theatre is not in 
business primarily for advertising 
revenue. It keeps its doors open be- 
cause it makes money from the en- 


The theatre 
manager has only two assets—his 


tertainment it sells. 
wise judgment in selecting pictures 
and promoting them and the good- 
will of the people in his neighbor- 
hood. He will run nothing on his 
screen to which any appreciable 
number of people object. 

The situation actually isn’t as 
dark as it seems, because the very 
fact that scores of screen advertis- 
ing campaigns have been run and 
are now being run successfully does 
prove that consumer motion picture 
advertising in theatres can be made 
and is now being made acceptable 
to theatre audiences. 


One Minute — ONE OBJECTIVE 


Seconp: Your advertisement is 
on the screen for exactly one minute 
(variations in length are allowed 
up to a minute and a third). In 
other words, your theatre audience 
has only one minute to make up 
its mind about your product. Be- 
cause motion pictures move so fast 
and because the combination of 
Sight, Movement and Sound is so 
powerful, many advertisers are or- 
dinarily apt to crowd as many dif- 
ferent details and product uses into 
A study of 
film campaigns 
shows rather clearly, however, that 


1 playlet as possible. 
many successful 
a preponderance of the successful 
playlets employ only one product 
use or appeal. This simplification 
of the permits 
either successful balancing between 


advertising story 
entertainment and commercial, or 
equally allows enough time to be 
spent in building up one paramount 
sales feature. Since you would not 
think, ordinarily, of calling one 
newspaper ad a campaign or one 
commercial 
plete radio program, you should 
not regard one “minute movie” as 
a well rounded commercial motion 
picture effort. Therefore. the use 
of only one appeal in each play- 
let does not cramp your advertis- 
ing story, as other equally impor- 
tant details may be featured, one 
at a time, in a series of playlets. 


Wipe Fie_p or EXPRESSION 


Tuirp: In_ the 
copy 


preparation of 

forms of ad- 
vertising media, the experienced ad 
writer knows what technique he is 
going to employ 


for the older 


balloon copy, big 
pictures, etc. Over the years there 
have been, literally, hundreds of 
outstanding examples of good ad- 
vertising, which serve as guide 
posts in the preparation of cam- 
paigns. Minute movies are a new 


medium and there are not so many 


announcement a com- | 


examples of different techniques to 
study. 

Production is still regarded as 
something mysterious and therefore 
many advertisers ask what sort of 
playlets certain outstanding succes- 
ses in this field are now using. It 
is helpful to have all this knowl- 
edge, but it is a mistake to believe 
that because Advertiser “A” uses 
a certain type of production, that 
Advertiser “B” should use it also. 

For most purposes, it may be 
sufficiently clear to divide produc- 
tion technique into three groups; 
newsreel type, plot type and enter- 
tainment. Under this last heading 
comes the strictly entertaining play- 
let and cartoon animation. 

It seems to me that the choice 
of technique should not be dictated 
by successes enjoyed by other ad- 
vertisers, but rather by an under- 
standing of the product to be ad- 
vertised. 


NEWSREEL Tyre OF PLAYLETS 


For example, if demonstration 
sells your product and if the dem- 
onstration can be made interesting 
and instructive, then this technique 
should be used, because motion pic- 
tures afford you the first oppor- 
tunity you have had for mass dem- 


onstration. This type of playlet 
falls under the heading known 
as newsreel type. Such playlets 


are fast-moving demonstrations, 
built around any product feature 
or use which can be made exciting, 
unusual and therefore news-worthy. 

One manufacturer desired to use 
“minute movies” for a washing 
powder. Interesting or cute, enter- 
tainment playlets could have easily 
been prepared. However, there 
certain features about this 
product and its action which were 
comparatively little known and 
which offered dramatic motion pic- 
ture possibilities. 


were 


Hence, a series 
of newsreel demonstration type pic- 
tures were produced so __ that, 
through the use of short screen ads, 
the advertiser was able to show and 
describe his unique demonstration 
in a way never before possible. 


THe Prot Tyre or PLAyLet 


This type, which at least up to 
the present, has been used less than 
either the 
ment 


entertain- 
generally 
speaking of a plot situation whose 
solution or denouement brings in 
a hard hitting commercial at the 
close of the playlet. Probably not 
too many types of products and 
sales stories lend themselves to this 


newsreel or 


types, consists 


< 


(Please turn to page 32) 


OF 60-SECOND FILM SALESMANSHIP — DISCUSSED BY LAWRENCE ROSENTHAL 
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@ IN SELECTING representative 
theatres to do a film coverage job 
for an advertising campaign, the 
advertiser is not 
the theatre 


with 
recommendations — in 
smaller cities. The film companies. 
who are the distributing agents for 
screen 


concerned 


most 
cases, able to supply the leading 


advertising are, in 
one or two downtown theatres and 
such houses draw from all sections 
of the smaller cities. 

Mayor MARKETS 

The theatre situation 
radically, generally speaking, in 
of 200,000 and up. Here 
circulation is offered on the basis 


changes 


towns 


of a _ network of neighborhood 
theatres—generally not the down- 


town theatres. Deluxe theatre op- 
erations are not always available 
in the larger cities and furthermore 
as one advertiser puts it, “We are 
more interested in neighborhood 
houses, because they tie-in closely 
with our neighborhood retail out- 
lets. Also large, deluxe houses hav- 
ing stage shows do not command 
the same interest on their screens. 
as their audiences generally pay a 
high admission price to see the 
stage show.” 

In evaluating proper recommen- 
dations for theatres in the large 
cities, certain factors must be taken 
into consideration. If the manufac- 
turer has a product which is sale- 
able to all classes of people, regard- 
less of income, care must be exer- 
cised in utilizing a sufficient num- 
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A MAP 
ANALYSIS 
OF CITY 
THEATRE 
LOCATION 


ce 


ber of theatres so that their total 
penetration power covers every 
section of the city, within a reason- 
able proportion to the population 
of that city. 

In the case of a manufacturer de- 
siring average or above average in- 
come tie-ups only, sufficient infor- 
mation must be at hand to disclose 
the types of audiences attending 
each available theatre. One of the 
companies has been putting ex- 
haustive research on this subject, 
handling each metropolitan market 
as follows: 

A complete survey is made of 
every theatre in the city, regardless 
of whether or not it is available for 
advertising. This is important in 
order to show the relationship of 
one theatre to another in the city. 
The city is divided into districts, 
and the theatres in each district are 
compared to each other from a 
standpoint not only of the picture 
product played but primarily on 
the basis of what type audiences 
attend, 

On this page appears a hypotheti- 
cal chart, which is an example of 
the manner in which the survey is 
conducted in the metropolitan mar- 


kets. This 


sheet 


summary covers 
every theatre in the city, rated for 
advertising desirability with the 
other theaters in its respective 


neighborhood. Its neighborhood is 
defined less by geography and more 
by the radius of the theatre’s pull- 
ing power. 
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covered is given; the chart above 


Page. THEATRE COVERAGE ANALYSIS 
crry oF 
District I TYPE OF INCOME AREA i AUDIENCE RATING T Rong i 
Bay acl THEATRE ied Yelow | Goose Mise | Wealthy | Middle | Leber  awWaa “WA 
1 Theatre "a" (A) : ih 3 256 1 6,000 
Theatre "R* (NA) 40t 604 2 
Theatre "c” (A) 10% 908 3 3,000 
2 Theatre “tT” (A) 20 30 4,500 
Theatre “Ee” (NA x St 354 1 
3 Theatre "FY (NA) ; 4 is 64 20% 3 
Theatre “o" (A) x 34 604 bd 2 4,800 
Theatre "H* (A) sot 704 ‘4 3,600 
Theatre "I" (A) x 734 J 2 5,400 
4 Theatre "J" (NA) i 100% 
Theatre "K" (A) x 1008 | 2 3,900 


In the map (left) location of theatres in relation to cit) 
surveys the metropolitan 
show types of audiences reached by each theatre 

able to the screen advertise) 





sales districts 
market t 
whether or not avail 


TMM 


MAJOR MARKETS troer tue MICROSCOPE 


What advertisers want to know about the theatres they “buy” 


THEATRE CHECKING 
theatre 
been 


Once recommendations 


have given an advertiser, 
based on comprehensive surveys. 
and once the campaign is actually 
started in the theatres, the campaign 
is carefully checked by means of a 
field policing force consisting of 
more than hundred 


These traveling representatives are 


three men. 
sent copies of every national sched- 
ule and they are expected to route 
themselves wherever possible to 
check as many actual showings in 
possible. Their 
checking reports not only show the 
time the advertising was run, and 


the number of times it is scheduled 


the theatres as 


PROOF Ol! 


- | }. - “- 
of screenng week to show execution 








Check No. 





of Screening 





At left 


Form 219 








EXECUTION: Cards mailed by theatr 


above film whie 








City-State 


to run throughout the week, but 
these men are encouraged to see the 
actual screening and to report on 
the condition of the screening and 
the exhibitor and audience reaction. 
This is particularly important and 
helpful in judging any new pro- 
duction release for the first time to 
theatres. 

As an additional check. many of 
the theatres themselves are required 
to furnish a proof of screening card 
before receiving payment for the 
campaign. This proof of screening 
card shows the number of times the 
ad was screened per week, and this 
checked 


sible, against the field man’s record., 


is double wherever pos- 


managers after completion 


advertising screening contracts; one of 
many checks in operation for thts 


medium 


Duplicate 







n i ) 
umbered check in Payment 


h was shown for 


“Shelton ;s- Hash ac) 


[17] 





LOCAL DEALERS SAY“) 


To national theatre ad campaigns 


@ ONE INTERESTING PLUS VALUE to 
motion picture campaigns released 
through theatres is the enthusiastic 
acceptance ol such advertising by 
the manufacturer’s dealer outlets. 
The records are replete with case 
histories showing how quickly and 
thoroughly the local outlets mer- 
chandise the movie campaign from 
the standpoint of increasing their 
stock inventory and putting on spe- 
cial window and counter displays. 

There is a reason for this far 
heyond the fact that the manufac- 
turer is coming into the town with 
a new tie-up advertising campaign. 

Tracing back the history of ad- 
vertising on the theatre screen, its 
roots lie deep in the local dealer's 
About 


twenty years ago, some of the first 


own advertising set-up. 
efforts to put advertising on theatre 
screens were made in behalf of the 
local dealers grocery stores, beau- 
ty parlors, drug stores, clothing 
stores, etc. 

received either 


These dealers 


syndicate services or syndicated 


services with special localized 
dealer inserts, and the sales results 
directly obtained by the dealers 
themselves made them realize that 
“here was a good thing.” 

In fact. it has been the consistent 
year to year support of this medium 
by local dealers in buying local 
theatre advertising that has built 
network of 


theatres now available for national 


the coast to coast 
advertisers. 
“Seeing’s Believing’—and since 
these dealers have experienced big. 
increased profits through film ad- 
vertising of their own merchandise, 
they know in advance that a prop- 
erly conducted national screen cam- 
paign, with finer, more expensive 
production, will set their cash reg- 
isters jingling. 
There are 


many examples of 


dealer enthusiasm and dealer tie- 


ins, and many clients have found 





the use of national motion picture 
advertising automatically supplies 
on the part of the dealer the point 
of sale “push” that is so necessary 
in tying together a national adver- 
tisinge effort with the ultimate cus- 
tomers. 

One of the largest manufacturers 
of electric refrigerators and other 


electrical appliances has, since 
1935, tied in with their dealer out- 
lets by means of national screen ad 
campaigns. 

Careful consistent surveys on the 
part of this company indicated that 
dealers have traced many direct 
sales of these high-priced products 
to this Further, the 


company surveying all outlets using 


advertising. 


this advertising on a cooperative 


basis with the client. discovered 
that 71% 


plied 


of the dealers who re- 
trafhe in- 
quiries from the playlets. 87% of 
the dealers stated that the results 


were favorable. . . 


reported actual 


. 84% expressed 
a desire for the continuance of this 
advertising. Remember, the dealers 
who want this advertising continued, 
have a selfish stake in this screen 
50% of the 


screening cost of this campaign is 


program, hee ause 


borne by the dealers themselves 
and it is axiomatic that they would 
not ask for 
of this type, wherein they bear part 
of the 


definite evidence that this adver- 


continued programs 


expense, unless they had 
tising afforded them a fine tie-up 
with their prospects. 

from 


Representative comments 


such dealers— "We consider screen 
ads next to personal contact.” “Best 
medium have ever used.” “. . . very 
valuable.” “Technicolor films en- 
tertain while putting over story.” 

One of the 


manufacturers in the United States 


largest motor car 


has been using “minute movie” tie- 
ins in cooperation with their local 
outlets for the past several years. 
In this case the manufacturer pre- 


In informal backstage group in on 
] 


Feenamint’s film shorts 
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pares the production of national 
ad films and the dealer is allowed 
ten-foot signature identification for 
his store at the close of the playlet. 

In checking on the use of na- 
tional ad films, through dealer out- 
lets, no story would be complete 
without mention of one of the coun- 
try’s largest manufacturers of high 
priced shoes. This company pro- 
duces a Spring and Fall campaign 
each year and has since 1933. The 
films are produced in Color, allow- 
ing for a ten-foot dealer identifi- 
cation signature. This campaign is 
particularly remarkable because it 
is a case where the dealers pay the 
entire screening cost. In_ spite 
of the fact that it is the dealer’s 
own money which has been paying 
for this advertising, the same deal- 
ers repeat and repeat and repeat 

proof that they are 
worthwhile 


finding a 
sales-maker to tie-in 
with their other activities. 


Five AND TEN Cent ITEMS AND Up 

Naturally, manufacturers of large 
unit sale items can use screen serv- 
ice on a cooperative basis with local 
outlets, wherein the local outlet is 
identified by a special trailer. How- 
ever, there is a worthwhile cooper- 
ation of a different 
from 


type secured 
outlets in connection with 
campaigns on low cost merchandise 

articles from five cents and up. 

The manufacturer of a well known 
through his 
missionary sales force that the men- 


lOc product found 


tion of a screen ad campaign 
elicited the same amount of enthusi- 
asm from grocery stores that other 
manufacturers have experienced 
where they have used dealer signa- 
ture tie-ins. In other words. while 
no grocer would be willing to spend 
his own money on a tie-in for a 
10c grocery store product. the 
dealers were aware of the pulling 
power of movies to the point where 


they were willing to increase mer- 


The Hubinger Company 


Ouick Elasty 


presented 
Starch in films 








chandise inventories and to get be- 
hind the campaign with special dis- 
plays and promotion. 

Even more striking was the ex- 
perience of the manufacturer of a 
Se candy bar. National advertising 
on this type of merchandise has 
heen found effective, only when 
dealers could be pre-sold to the 
point of prominently spotting the 
candy bar on display. This type of 
merchandise is “impulse” merchan- 
dise and most manufacturers agree 
that the successful promotion of a 
candy bar in any market depends 
on the willingness of the candy 
outlets to feature their product with- 
in reach of the casual customer. It 
was found that a high percentage 
of dealers were anxious to cash in 
on the “minute movie” campaigns 
to the point of giving display space 
most advantageous, not only to the 
dealer, but to the advertiser him- 
self. 

Deacer Hevp Tik-Ups 

Alert manufacturers can double 
the interest in their movie cam- 
paigns by inexpensive timely tie- 
ups with films. 
One or two cute cartoon animation 


their advertising 
characters (if their production is 
that type); a feature scene from 
one of the “minute movies”; mate- 
rial of this type can be reproduced 
inexpensively on window streamers 
or special counter cards, to be dis- 
tributed to the outlets in the neigh- 
horhood covered by the theatre cam- 
paign. Dealers have found such tie- 
ups are psychologically important 
in reminding their trafic that this 
advertising was seen at the neigh- 
hborhood movie. 


AppITIONAL Tige-Ups 

One big soap company had a 
tie-up idea with their current movie 
campaign could well be 
adapted to the campaign of many 
During the first week 
of their campaign in the theatres. 
they dressed up girls to tie-in with 
the copy theme of their ad films and 
these girls passed out samples of 


which 


advertisers. 


the product to people leaving the 
theatre. Care was taken that the 
samples were not passed out under 
the marquee so that there would be 
no trafic confusion or tie-up. The 
actual sampling of the product it- 
self, plus the attire of the girls 
which was a strong reminder of the 
advertising film, produced an in- 
teresting tie-up, in which the neigh- 
horhood dealers around the theatre 
could participate. Variations of 
this type of sampling can be worked 
out to fit individual 
needs. but the nature of the product 


campaign 


and individual merchandising prob- 
lems should dictate the methods to 
he used. 


SCREEN ADVERTISING ® 1940 











Feminine pulchritude “sells” 


predominantly male film audiences in 
the Latin-Amertcan countries 


Het se re 


Marketing opportunitics offer untold possibilities to 


users of screen advertising 


Ad Films on Foreign Screens 


@ IN AN ARTICLE appearing in the 
“Tatler,” hun- 
dred years ago, it was stated that 


London over two 
the purpose of advertising was “to 
inform the world where they may 
he furnished with almost everything 
that is necessary for life...” 
After 
the basic purpose of advertising is 
still to inform the 
desired or desirable objects may be 


more than two centuries. 


world where 
secured, but the world-wide market- 
ing of industrial products under our 
modern economic system, organized 
on a highly competitive basis. re- 
quires than 
just informing the public where it 
may obtain them. 


something far more 
Advertising to- 
day must instill into the mind of 
the public a compelling urge to 
acquire the advertised product. 


In selling American products to 
foreign countries, it has been im- 
pressively demonstrated that no ad- 
vertising medium can even begin to 
approach the effectiveness of the 
motion picture in creating the all- 
important desire to possess a spe- 
This fact 
can be quite readily appreciated 


cific article or product. 


when we stop to analyze the basic 
psychology of the motion picture 
audience. Whether it be a gathering 
of movie fans in Japan, South Af- 
rica, Cuba or Sweden, they have 
gathered together in one place to 
relax and be entertained. They are 
automatically in a buying mood. 
Their sales resistance is at a low 


point. They want to be sold enter- 


NEW SALES 
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OPPORTUNITIES 


tainment. The short length foreign 
merchandising film has been cun- 
ningly built to fit into this atmos- 
phere of relaxation. It becomes an 
integral part of the program of en- 
tertainment films which that foreign 
audience is witnessing on the screen. 

For this merchandising film is. 
in a real sense, entertainment. With 
the space of one minute to one 
minute and a half, the advertising 
message is presented entertainingly 
through trained 
typifying the average consumer, act- 


specially actors. 


ing out a sales message written 
around the product in question. The 
visual action of the players is. of 
course, brought home impressively 
to the audience by dialogue or news- 
reel-style commentary. 

These little film skits are human- 
ized, based on knowledge common 
to the every-day experience of the 
average individual in a particular 
country or group of countries for 
which the film was designed. The 
treatment of a subject might be 
humorous, sentimental, factual, but 
always human 
down-to-earth, se 


and. invariably, 
that its appeal 
is as nearly universal as it is 
possible to make it. The presenta- 
tion of an American product to a 
foreign audience in such a manner 
that they will accept it instantly 
as something that is not alien to 
their habits of thought and _ their 
customs, naturally presupposes a 
very comprehensive knowledge and 
understanding of their mannerisms, 
habits and idiosyncracies. 


ARE POINTED 


OUT BY 


It is obvious. in this connection. 
that the proper delivery of the 
spoken commentary and sales mes- 
sage is an all-important factor. 
The language employed by the com- 
mentator reach the ears of 
the audience as 


would speak it. 


must 
they themselves 
Any strange accent 
or idiom, not commonly used by the 
audience, would interfere with the 
automatic understanding of the mes- 
sage and this split second between 
immediate and deferred comprehen- 
sion might destroy the effectiveness 
of an otherwise perfect merchandis- 
Furthermore, the fact that 
the speaker's voice reaches not just 


ing film. 


one individual, but an entire audi- 
ence with its resultant mass appeal. 
makes proper language presentation 
vitally essential. 

The great care that must be given 
to the preparation of 
the thorough 


copy, and 
knowledge of lan- 
guages. required for this purpose, is 
best illustrated in a problem which 
presented itself recently: A series of 
advertising films had been produced 
for one of the 

manufacturers of 


largest American 
automobile tires, 
for use in connection with a dealet 
campaign in the United States. The 
foreign advertising division of this 
manufacturer decided to use the 
films for motion picture advertis- 
ing campaigns in South America. 
The films. of course. had to be re- 
voiced in Spanish in such a man- 
ner as to become perfectly effective 

(Please turn to Page 34) 
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OW THEY 
RING HIM TO LIFE 


Animation techniques bring selling entertain- 
sent to the screen; they put characters like this 
appy little fellow (from A Coach for Cindere lla) 
-fore movie audiences from coast to coast. Typi- 
al steps followed in this fascinating art are il- 
strated in the scenes below: 






















































The Animator at work. Original pencil 
es sketches of each sequence are made; some- 
mes re-enacted by members of the animating 
aff who act as models. Note exposure sheet to 
xe side as each scene is alloted its approximate 
nal screen time. Stop-watch accuracy is necessary. 


When pencil drawings are completed, they 
e are photographed for production of a pri- 
ary print for editing and possible improvement 

the action, preparation of the dialogue and 
usical background according to the pre-arranged 
hedule noted on the exposure sheet shown above. 


























PICTURES ON THESE PAGES 
cal scenes from the studio of out- 
tand professional animation producer A Coach 


Cinderella wi: produced by the Jam Handy O 



















the ical step-by-ste acene are from 















I and oduction astills 


Im 





and othe producers 








a ANIMATED CARTOONS 


IS MIGHTIER THAN THE SALESTALK 


PROVE THAT THE SMILE 


Here is a “primer” which introduces the 
fantasy and humor of the animated cartoon 
to business. On theatre screens everywhere, 
art and selling are meeting in a happy, joy- 


ous combination that audiences approve most 


@ Let Us PRESUME you are the ad- 
vertising manager of the Amalga- 
mated Skinners, Inc., and an ani- 
mated cartoon producer has success- made, 
fully approached you with the idea be planned 


of telling your story to the con- 


sumer through a cartoon film. He the results entered on a 


has shown you the efhcacy, econ- chart which, 


omy, and selectivity of the ap- bodies action, 


proach, and you are convinced: 
what happens next? 

First, and entirely foremost, you 
must select your means of distribu- 
tion. All other considerations are 
subordinate to this. But, assuming 
you have investigated your market, staff 
and have planned your distribu- 
tion through a reliable distributor 
to coincide with the distribution 
problems of your own product or 
service, then what happens? How 
is an animated cartoon put to- 
sether ? 

Your producer will put his story 
and animation departments to work 
on a script for your picture. In 


many cases the bare outline of this 


story has been incorporated in his cal director then writes music for 


original presentation to you. Con- each of these 


ferences between the producers’ 


creative staff and your department time for each 


will decide what length of film is by the 


best suited to your problem and the number of 


type of consumer; then the frame- allotted to that 


work of the 


the characters are “cast.” This the projector 


plot is constructed and 


framework, in most cases, will con- 


sist of thirty or forty key scenes 


which are the base upon which the of the charac 


picture will be scored and ani- 
mated. 

At this point, 
have your okay on the characters. 


the producer will The music, 
effects are now 
color schemes, general music theme, 
and the plot; 
with the 


“broken 


syllable, and 


he can now go ahead are 


production of the picture 


3 The animation staff reviews the filmed pencil. tests 
» on the Moviola, a projection equipment which per- 
mits convenient editing. The skill of these film editors 


“dud”; 


lack 


spells the difference between a laugh and a 
tween unabated interest and the unfortunate 










without fear of later basic correc- so that 
tions (he hopes). 

Before any action drawings are 
the entire production must 
foot for foot 
taneously for sight and sound, and 


when complete, em- 


logue, and sound effects. 

The scenes must be laid out with 
special emphasis on continuity. The 
overall or general action of these 
scenes is roughly timed with a stop- 
watch as a member of the animation 
“acts out” 





ering the picture as a whole. Screen 


tempo 


four frames of 


since it is usually desirable to syn- 
chronize each individual movement 


beats, an exact timing may now be 


given to the ac 


separate tracks. 


of 







enthusiastically. 
proves audience receptivity to its 
shows that the way to the public’s heart may 
often be through a smile or carefree laughter 
where argument well might fail to succeed. 


Thus screen advertising again 
message ; 


lip action may be syn- 
chronized on the corresponding 
drawings. 

When all these preliminary but 
highly important phases of the 
production are complete, the actual 
animation may be started. The 
scenes are given to animators along 


simul- 
master 


musical tempo, dia- with which ulti- 
mately will act as guides for pho- 


tography at 


“exposure sheets” 


later stage, but upon 
which are already recorded tempo. 
required action, dialogue, etc., cor- 
responding to that of the master 
short. The animators draw the “ex- 
tremes” or key positions of move- 
ment throughout the scene—usually 
each fourth, sixth, eighth. or twelfth 
frame, 


The musi- 


the part. 


depending upon the com- 
plexity of the action or the tempo 
of the music. The assistants fur- 
ther break down the action by add- 
ing all intermediate steps except 
single drawings which are made 
by the “in-betweeners.” 

The original drawings are in pen- 
cil, usually about eight by ten 
inches and are held in re 


registry 
scenes while consid- by pegs over a light box which 


permits the artist to gauge and 
space each drawing to correspond 
All draw- 
ings are numbered and the animator 
records the desired number or com- 
bination of numbers for each frame 


scene is then known 
of the music and to the desired movement. 
measures or beats 
scene and, as twenty- 
picture pass through 
in one second, and of the scene on the exposure sheet. 

The pencil drawings are then 
photographed frame by frame and 
the film projected as a preliminary 
test which serves as a guide for the 
tion. animator and director to even out 


ters to the musical 


dialogue, and sound any irregularities or to make any 
necessary corrections. 

The drawings are then traced by 
‘Tracers” or 


recorded, usually on 
Dialogue tracks 
down,” syllable by 
the frames counted 


“Inkers” on trans- 
parent sheets of celluloid in black 


4 Cell tracing begins over the original pencil drawings. 
s Here the art staff begins the arduous work of creat- 
ing the step-by-step action cells which, when projected in 
be- sequence, bring the characters to “life” on the motion 
it. picture screen. The pegs hold the cell in exact register. 
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final 
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Prosaic parts of the automobile engine come to life and Pepsi and Pete, the familiar Pepsi-Cola cops are now af 
speak their lines with convincing realism wm this typical pearing on theatre screens. Their laugh-provoking antics 
non-theatrical cartoon for the Ford Motor Company and the sponsor's theme tune turn merriment into sales 
and colored inks and then passed being widely distributed and ex- 

on to “opaquers” who fill in areas — ceptionally well received by audi- 

with the proper colors on the re- ences in theaters throughout the 

verse side of the celluloid. In gen- — country. 

eral, each character, if acting in- Produced in Technicolor in the 


dependently of other characters, is animation studios of Caravel Films. 
traced on a separate “cell” and the Inc., for The Pepsi-Cola Company 
final result may consist of three, and with the cooperation of spon- 


four, or more “cells” superimposed sor, agency and producer, these 


on the background, which is ren- subjects, while high in entertain- 





dered in water colors. ment value, are direct selling pic- 


Now the background drawings tures of the 90-foot minute type.  <Avraft’s Malted Milk adopts fantasy and 
and “cells” are taken into the es « « humor to tell the story of the product's 
: : i f } fj | : e 2 energy-producing qualities in the familiar 
camera room for the inal stage. Editors Note: In the second in- technique of the animated cartoon film 


Here each set of drawings is photo- — tal|ment of this current series on 


graphed in order, to correspond — Screen Advertising—1940” we will 
with the numbers which were en- present the promotion of screen 
tered on the exposure sheets by the 


— ads through dealer outlets; further 
animator. All sorts of effects may 


animation details will also be in- 


be obtained as in regular photog- ¢luded. Of especial interest is a 
raphy—fades, dissolves, zooms, and thorough survev of recent dealer 


pan” shots are all part of the ani- co-operative screen ad programs. 


mation camera technique. 





After the photography is com- 


plete, the scenes are all pieced to- TELEVISED AD FILMS 





. . ry P ~ P j) 
gether; music, dialogue, and sound * What may well be a pro- = Wild 
effects are “cut in.” A combined phetic pe ise en . — Above: a typical scene from Ipana’s 
track is made by a re-recording vision and screen ac vertising “Boy Meets Dog an éi-edies carious 
and finally a ec ined pict and may be seen in the first tele- (Below) Planter’s Peanuts are produced 
rs apak te Sen yess —s ete = vising of the Pepsi-Cola car- wt another noteworthy all-color cartoon 
sound positive print is ready for a h the faciliti f 
| ; V hink aT toons through the tacilities o ' —— 
me preveen. e mim you 2 the National Broadcasting va "et age 


ae > ! rx rep 2 J 
pleased! (Turn to page 36) Companys New York tele- 


vision station W2ZBS. 
PEPSI-COLA CARTOON SERIES These minute-long 


screen 
* Illustrative of the use of anima- advertisements were first 
tion in screen advertising is the shown during June. Phe 


Pepsi-Cola cops are featured 
in comic adventures together 
with a popular theme tune 
originated for the sponsor. 


initial series of Pepsi and Pete 
cartoons which have been recently 
completed and which are being ex- 








perimentally televised as well as 








% Routine production continues as the “opaquers”’ fill 6 Finally each “keyed” cell goes to the Technicolor 
t » in between the action lines with color and detail to s camera for final “shooting” into the completed nega- 
n complete each individual cell and each sequence of the tives from which the final prints will emerge for com- 
n final completed action. Just visible on the wall is a key bining with sound negatives before going on their way 
* ehart of the characters to prevent irregularities. to entertain film audiences on theatre screens everywhere. 
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RECENT CARTOON 
CAMPAIGNS USED 


IN SCREEN ADS 


A COACH FOR CINDERELLA: Pre- 
sented by the Chevrolet Motor Divi- 
sion of the General Motors Sales 
Corporation; an animated cartoon 
comedy in Technicolor for theatri- 
cal release. 

ONE BAD KNIGHT: Another of the 
theatrical all-Technicolor cartoon 
comedies typified by the Chevrolet 
film described. 

BOY MEETS DOG: Sponsored by 
Bristol-Myers Company, makers of 
Ipana Toothpaste, for theatrical re- 
lease. Another all-color cartoon 
with noteworthy entertainment 
qualities. 

ONCE UPON A TIME: The out- 
standing safety cartoon sponsored 
by the Metropolitan Life Insurance 
Company for theatrical release. 
Black and white only. Shown to 
audiences nationally. 




















(The above cartoons are typical of 
short subject releases of approximate 
ly ten-minute screening time; others 
described below are one-minute screen 
advertisements prepared for national 
and local release.) 

. , 

SHELL OIL PLAYLETS: A series 
of six Technicolor playlets was pre- 
pared for Shell Oil through the 
motion picture department of J 
Walter Thompson. 

PLANTER’S PEANUT PLAY 
LETS: Also shown in theatres is 
this series telling the story of Mr. 
Peanut and the sponsor’s product 
from plant to consumer. (Color.) 

W. K. KELLOGG PLAYLETS: A 
series for Rice Krispies continues 
to be shown on a regional campaign 
basis during 1940. 

PEPSI-COLA PLAYLETS: Starring 
the Pepsi-Cola cops, Pepsi and Pete 
in a light comic series introduced 
by the sponsor’s catchy theme tune 
now also being heard via _ radio. 
(Filmed in Technicolor). 




























PRODUCER CREDITS 
A Coach for Cinderella and One Bad Knight 
were produced by the Animation Department 
of the Jam Handy Organization. 
. vy x 







Boy Meets Dog was produced by Caravel 
Films, In¢ 


. * 















Once Upon a Time was 
Productions, Ine. 


produced by Audio 


° ° 














* 
The Shell, Kellogg, Lever and Kraft play- 
lets were produced by Cartoon Films, Ltd., of 
Beverly Hills and New York City Also pro- 
ducers of the non-theatrical cartoon for Ford 
(above, left). The Motion Picture Department 
of J. Walter Thompson Company was _ the 
awency in charge of Shell, Kellogg and Kraft 
production. 
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Planter’s Peanut Playlets were produced by 
led Eshbaugh Animation Studios, New York 
City. 

* ¢ @ 


Pepsi-Cola Playlets were produced by Cara- 
vel Films, Ine. 


° ry 







National Distribution by Screen Broadcasts, Inc 
and General Screen Advertising, Ine 




























~ By permission of The British Film Institute and 
our very worthy English contemporary, Sight and 
Sound Magazine, where these verses first appeared 
in the Spring issue of 1940. To Sight and Sound, 
the editors of Business Screen send sincere regards 


Er us confider next THE MARCH OF TIME: 
Why is it every ifsue feems the fime?* 
Whether the Navy plafters the Graf Spee, 
Or Anzac troops embark at Sydney Bay, 
Or dirty U-boat fows magnetic Mine, 
Or gallant trawler fweeps it up againe, 
Or Indian cotton workers and the like, 
Rally around the Flag, or go on ftrike. 
In vain they ftrike, fweep, fow, embark and plaft— 
The next edition is juft like the laft. 


Each month there’s a new miracle to do, 

Each month the miracle’s performed anew: 

They write new words, and change the pictures 
o'er, 

Yet leave the Film exactly as before. 


What magic here, from March to Februairy 
Ensures that variations never vary? 

Some fay the Mufic does the trick, and some 
Accufe the Bufby soldiers with the drum. 

But fure, the wifest critics blame the noice 

Of that damn’d Commentator’s hectoring voice. 
“The March of Time!” begins each ftern afsault, 
Implying, fomehow, that ‘tis all your fault, 
Norway and Sweden, Belgium and Holland, 
The State of Auftria, the fate of Poland, 

Tis all the fame from China to Peru— 

Each crifis an excufe to bully you, 

Till, deafened by this awful voice of doom, 
You can’t remember who did what to whom. 


a 


Sce from beneath yon corrugated fheds, 

Barrage Ba/loons tofs up their lovely heads, 

See how they twift and turn, as if bewitched, 
And get the ropes effectually bitched. 

See Aircraftsmen look up as if in prayer, 

And fee their lips move as they curfe and fwear. . . 
Plane chafes plane, with pilot pilot vies, 
Streaking like God knows what acrofs the skies. . . 
N.B. For such rhymes Pope frequently had his license 


endorsed, while the long s sometimes landed him 


uw gaol, R.F. 


WORDS BY Alexander Pope. TUNE BY Russell Ferguson. 
MARCH OF 


G. P.O. Film Unit. 





From “THE DUNCIAD” 





Laft, the Balloons, with elephantine grace, 
Slowly arife, and take the appointed place; 
An airy rampart, filent, deadly, new, 
Watched by the men of Squadron 992. 


And now let us afsume the ftyle fublime, 
And turn this film into a MARCH OF TIME. 


= ~ - 


Firft, cut the film up into little bits, 

Say, ten foot each (or more, if time permits) 
Cut all the quick bits in among the flow, 

Juft to make fure the finifhed film will “go”. 
Add liberally the beat of marching feet, 
Without which MarcH oF TIME is not complete. 
Bring in fome famous lawyer or phyfician, 

Or in this cafe, perhaps, a politician. 

Or better ftill, go down the Cotton Belt, 
Record a fpeech by Prefident Roofevelt, 

Saying Democracy muft be refpected, 

And that the Forth Bridge ought to be protected. 


And now, although the fillim’s back is broke, 
The commentary’s to be writ and fpoke: 
Avoid the eafy ftyle of normal fpeech— 

The commentary fhould appear to preach. 
Fiddling the bow, inftead of bowing the fiddle. 
Begin each sentence fomewhere in the middle. 
Laftly, record the whole in menacing tones, 
Uttered by old Raw-Head-and-Bloody-Bones. 


Now with bewild’ring fpeed fcene follows fcene, 

Chafing each other off the filver fereen— 

Battlefhips, gangways, troops, trains, guns and 
tanks, 

Plenty of fentry-go and marching ranks, 

With mufic, fhouting, roars of guns, applaufe, 

Sans point, fans punctuation and fans paufe. 

And as the en-title vanifhes away, 

The audience ftaggers out into the day, 

All fense confufed, one fact alone left plain— 

That they have feen THE MARCH OF TIME again. 


Thus is achieved, in perfect repetition, 

An accurate copy of laft month's edition; 
Wherein the engaging paradox we find— 

Time, marching on, leaves MARCH OF TIME behind. 






A. POPE 
R. FERGUSON 


SQUADRON 992 


TIME Issues 


Several 
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THE STORY OF 


NICKEL TOLD IN FILMS 





@ MANY INDUSTRIAL concerns are 
engaged in wide scale motion pic- 
ture activities, The International 


Nickel Company probably is among 
the first of these in the extent of its 
program, one which has been built 
step by step, very carefully planned 
and consummated. 

The company’s production opera- 
tions are widely scattered. They are 
located in the United States, Canada 
and the British Isles with potential 
The 


company is essentially a producer 





markets covering the world. 


of raw materials and reaches the 
consumer with only a few products 
nickel 
nickel alloys can be easily recog- 
nized, such as Monel. rolled nickel. 


Inconel. “Z” Nickel. 


nickel alloys and, in addition, those 


in which the use of and 











other high 





in the precious metals group, 








platinum, iridium and palladium. 

The problem. therefore, is 
essentially one of education. Thus. 
its basic approach differs from that 
of other large producers of metals 
and of manufacturers of consumer 
equipment. 

The first nickel motion picture 
was made largely for record. It had 
its inception more than 16 years 
ago when the new rolling mill at 
Huntington, West 
placed in operation. 


Virginia, was 
However. it 
was this picture which led in 1926 
to an organized and planned picture 
program. 

The first picture in this program 
was released to coordinate with and 
supplement an advertising cam- 
paign in consumer publications. 

Up to this time markets for nickel 
and Monel generally were confined 
fields. 


to industrial Advertising. 





while extensive. had been chiefly 
limited to trade and technical pub- 
lications and then it was decided 


that the consumer market held real 
opportunities for white metal prod- 





ucts. Accordingly the advertising 
campaign was widened. 

The first problem that faced the 
advertising department was familiar- 
izing the general public with Monel. 
Although this was an accepted metal 
of industry, it was little more than 
a name to the man in the street and 
an untried product to the woman in 
the home. 

Not only the consuming public 
had to be educated, but also the 
dealers serving that public. To meet 
this situation, which seemed to re- 
quire another vehicle in addition to 
the white space used nationally, a 
two-reel silent film was produced. 

This picture was titled, The Story 


of Vonel Metal. 


chiefly to the manufacturer of and 


It was presented 


dealer in consumer products. It 
told what Monel is. how it is pro- 
duced and what its typical indus- 
trial uses are. First showings were 
at dealer meetings. and gatherings 
of manufacturers’ associations and 
customers’ salesmen. In other words 
its audiences were obtained largely 
“through the trade.” 

This type of picture circulation 
was followed for two years. The re- 
sponse to these showings was found 
to be such that the possibilities for 
widening the distribution were fully 
considered and approved. The pic- 
ture was revised, re-edited, a sound 
track added for the- 
atrical showing so that it would 


and released 


reach a larger consumer audience. 
The sound and silent versions of 


this film were also offered to 
schools, technical societies, indus- 
tries, churches and other non- 


theatrical outlets. 
In 1934 


to and the success of the first film 


because of the reaction 


for national distribution. another 
one-reel sound picture, essentially 
designed for theatrical distribution 


was produced. This picture tied up 


BY H. S. ARNOLD, TECHNICAL ASSISTANT TO THE 


VICE-PRESIDENT, THE INTERNATIONAL NICKEL CO., Inc. 
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technical pr 


industrial motion pictures pr 





and thorough esentations of the 
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of the metal products 


aqucttwon and use 
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Scenes tt thes ui Stills froma ent International Nickel motion picture 
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help tell the st Vie to the thousands of technical groups and to pros 
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hective users of th roduct before whom showings are held throughout the world 





1 total circulaty f than sixty million persons has been achieved 
twenty-four films shown through the facilities of national distribution in theatres 
d befor th audiences and employees throughout the world 

















modern Monel kitchens and 


the 
Monel household equipment 


with 
the movement being pushed for bet- 
ter housing. 

This subject, titled, There's Only 
One, carefully prepared and with a 
special musical score, presented a 
very interesting travelogue of The 
National Capitol — Washington, 
D. C.—into which the kitchen story 
was entertainingly worked. 

1933-34 a 
Vickel 


Tales was released by The Interna- 


During the season of 


one-reel sound _ picture, 
tional Nickel Company of Canada, 
Ltd.. to the 
Dominion of Canada. This picture 
presented the methods of mining. 


theatres throughout 


smelting and refining of ore and the 
importance to the “Dominion” of 
the “Nickel” industry. This 
was presented to audiences in 90 


film 


percent of the theatres throughout 
Canada. 

Following the acceptance of this 
the 
motion pictures to do a public rela 


subject, advantage of using 
tions job became apparent and two 
additional pictures, The Story o/ 
Nickel and This Changing World. 
were produced and distributed in 
order that Canadians might become 
better acquainted with the import- 
ance of one of their major indus- 
tries and the locations of Nickel’s 
World markets. 

Each of these subjects received 
the 
tions as did the first pictures. They 


same favorable audience reac- 


were also used as an aid to em- 
ployee relationship in special show- 
ings to approximately 9,000, com- 
pany employees in Canada. 

The value of the two educational 
films released in the United States 
had third 
was produced in cooperation with 


the United States Bureau of Mines. 


been established and a 


Vickel films show th 
( nited 


many application 


j 
piane is 


lirlines transport 





and non-theatrical distribution. 


motion pictures have: 


1. Been educational from an 
inter-organization standpoint. 

2. Aided public relations efforts 
in the United States and 
Canada. 

3. Improved the general public’s 
understanding of the com- 
pany and its products. 

4. Added to company prestige. 

5. Helped sales promotion by 
taking the story of company 
products to its customers. 


a two-reel silent picture, titled, The 
Story of Nickel. 

The definite favorable reaction to 
the entertainment 


educational and 


value of the company’s pictures. 
(each one strictly free of overt ad- 
vertising material), had reached a 
point of recognition by theatre man- 
agers and theatre audiences so that 
an increased demand became appar- 
ent for more such subjects. Because 
of this 
opportunity, 


theatrical acceptance and 


additional _ pictures 
were authorized. 

The picture, Heritage, was pro- 
duced and released first to the the- 
later for non-theatrical 


atres and 


showings. This was followed by 
an American version of This Chang- 
ing World, a picture which took 
months to produce, and had a spe- 
cial music score rendered by a 
28-piece symphony orchestra with 
Lowell Thomas as the narrator. 


During these years the company’s 


master negative film library had 
grown to be rather extensive. How- 
the Company's iducts: here a giant 
ed with corroston-resistant Inconel 
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DURING a period of over 16 years, The International Nickel 


Company, Inc., has produced 24 separate films for theatrical 


gram the company has been able to determine definitely, that 





{1s a result of this extensive pro- 


6. Presented the story of nickel 
and nickel-alloys to its own 
employees, to groups of en- 
gineers, technical societies, 
schools and college faculties. 


7. Educated the general public, 
men, women and children 
that “Nickel” is after all, 
much more than just a five- 
cent piece. 


STM MMMM 


ever, there still were many import- 
ant activities and process methods 
which were, as yet not recorded. 
1937, 


was issued to produce a picture 


Therefore, in authorization 
record of all company operations in 
the British Isles. 

It took many months of planned 
work to complete this additional 
negative from which six individual 
picture subjects were prepared and, 
until the extensively 
throughout Great Britain for inter- 


war, used 
organization and group showings. 

Though the company maintains 
no plants in France it does co- 
operate with a French Bureau of 
“Nickel” and late 


in 1937 a two-reel silent picture 


Information on 


with the titles in French was pre- 
pared for showing at the Paris Ex- 
position and later used by the Bu- 
reau's representatives for presenta- 
tion to selected groups. 

One important economical fea- 
ture of the company’s entife picture 
plan has been its unusual picture 


In the 


range top 


Vonel 
and hood 


! 
home, 


ey PS 


Vetal lends protection and lasting beauty to the 
and for the table top shown in the foreground of 





negative library to which reference 
has been made. This negative 
library not only is a definite record 
of company activities, processes and 
properties, but it makes possible the 
preparation of many special films 
without it being necessary to take 
the time or go to the expense of 
photographing special scenes for 
each such picture. The library has 
been kept up to date and where ex- 
tensive changes in properties or 
addi- 
tional pictures have been taken. 
All told, 24 separate films have 
been produced. Of these 24 sub- 


processes have been made, 


jects seven were especially produced 
for theatre each. 

had 
heen completed, was made available 


and 
the theatre distribution 


circulation 
when 


for the non-theatrical field. 
Recently the high-lights of the 
“Nickel” industry and organization, 
here and abroad, were presented in 
a special picture titled 
Vickel High-Lights. This picture 
was prepared primarily for inter- 
organization However, 
the requests for this subject have 
been so great, that it has been made 


subject. 


showings. 


available for showings before col- 
leges, high schools, engineering, in- 
dustrial and technical groups. 
Accurate records of showings of 
all pictures, whether to a theatrical 
or non-theatrical audience have been 
kept. 
means of a rigid audit system and, 
the company is at all 
times fully informed as to the audi- 
ences it reaches and their reaction. 
From this carefully controlled sys- 
tem of audits and reports it has been 


This record is compiled by 


therefore. 


shown definitely that the company’s 
motion pictures have been seen by 
a total audience equivalent to more 
than one-half of the total popula- 
tion in the United States. 


cabinet sink, 
this scene 
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@ THERE Is A RICH and fallow 
field for film production in public 
health. Each day new information 
is being brought out by medical 
and health Informa- 
tion already at hand is not widely 
distributed among the people. For 
those who would use their advertis- 
ing media to serve the public wel- 
fare, here is an 


researchers. 


area in. which 


genuine service can be rendered. 

Public health nursing is one field 
in which good films are needed. 
films that will portray not so much 
the skills and techniques of nurs- 
ing as the social contribution of the 
public health nurse who is at times 
mother and father to the whole 
community. We need to show that 
the public health nurse is at the call 
of all of the population and that 
her services are as valuable to the 
fortunates who have incomes as to 
the unfortunates who have none. A 
photogenic subject, if ever there 
was one, and a profession already 
aware of its need for films of 
popular interest, await public 
minded persons who wish to finance 
such productions. 


another field in 
films could be pro- 
duced. Modern vitamin experimen- 
tation and the possibilities in vita- 
min therapy would be fascinating 


Nutrition is 


which many 


subjects and would, no doubt. find 
a large theatrical audience. Prob- 
lems of buying in relation to in- 
come, the use of a food dollar, are 
also of great interest to consumers 
who worry daily about the content 
of the family diet in relation to the 
contents of this weekly pay check. 
The Huxley supervised Enough to 
Eat might be an interesting model 
American film to follow. 
There is yet to be produced the nu- 
trition film that will deal with the 
psychology of over and under eat- 
ing. And, in connection with the 
same topic, the development of food 
tastes and habits in children would 
be of intense interest to parents. 


for an 


Sanitation and control of epi- 
demic diseases also have much con- 
tent not yet exploited in film. Flu 
and streptococcus infections are be- 
ing passed around by a well mean- 
ing and innocent public that does 
not act in its own best interests. 
The toll of the common cold is now 
of a magnitude that commands 
worried attention of public health 
officers. Malaria control is at our 
fingertips but ignorance of the fact 
that one man’s mosquito may be an- 
other man’s malaria has 
the effectiveness of thrilling work 
being done by public health officers 
in the malaria belt of our South 
Central states. Pellagra has now 
yielded to nicotinic acid but pel- 
lagra prevention, so easily within 


reduced 
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1: FILMS WY PUBLIC HEALTH 


By ALICE 


Commission on 


Progressive 


our reach, awaits public enlighten- 
ment. Pollution still troubles many 
communities needlessly. 


one of 
the major concerns of many health 
agencies (and the insurance com- 
panies, too! ) 


Accident control is now 


Home safety, simple 
safeguards for the home to prevent 
slipping in the bathtub, electrocu- 
tions, severe burns, falls on dark 


Human 


Education 


V. KELIHER 


Relations 
Association 


stairs and the like, are known to 
some but not to enough. 

We could go on with the rich 
contents of the field in which all of 
us are naturally concerned. The 
important thing is not so much what 
is to be done, as how and by whom. 
Films cost money, and good films 
With an 


increasing public discrimination 


cost more than bad films. 





A TYPICAL 
SAFETY FILM 
* 


“Saving Seconds” 
sponsored by the 
Aetna Life A ffil 
tated Companies 
shows how acct- 
dents happen and 
how they can be 


avotded 


“SavinG SECONDS” 
Sept.. 1934, to Jan. 1, 1940 


“THe Bap MASTER” 
May, 1935, to Jan. 1, 1940 


“THe TRUCK AND THE DRIVER” 


Jan.. 1937. to Jan. 1, 1940 
“SOUNDING THE ALARM” 
Feb., 1937. to Jan. 1. 1940 


“SENTINELS OF SAFETY” 
June. 1937. to Jan. 1, 1940 
“EMERGENCY TREATMENT 
FOR FRACTURES” 
Oct.. 1937. to Jan. 1. 1940 


“LEARN TO LIVE” 
May, 1938, to Jan. 1, 1940 


“Worp Macic” 
July 1, 1938, to May 1, 1940 


TOTALS: 








ATTENDANCE REPORT: AZTNA’S SAFETY EDUCATIONAL FILMS 


The following are the showing and attendance figures on 
Aetna Casualty & Surety Company's safety and educational 
films from their release dates to January |, 1940: 


No. Showings Attendance 


16,128,558 


15.579 1.567.220 
3.140 933.364 
8.066 3.511.203 


§.227 3.165.858 
290 19,320 


2.046 1.057.513 
117 17.538 
80.547 29 430.574 








about films and an increasing con- 
sul.er sensitivity, nothing less than 
good films will be accepted. Films 
that are glaringly direct advertising 
are now not only suspect, but 
many educational film 
Films that are badly 
made, that are not much more than 
illustrated 


banned in 
libraries. 


also 
spending inactive hours on storage 
shelves. 


commentaries are 


But good films are con- 
stantly in demand by schools, clubs, 
youth organizations and all kinds of 
groups. Investment in films de- 
signed to serve the public welfare 
and presented in the best possible 
production 


techniques is a_ wise 


means of inviting public good will. 


The example of the Associated 
Gas Industries in Britain during the 
hey day of its Documentary move- 
ment is a good one to cite here. A 
large pool of money was put up to 
produce a program of films. One 
of these films, Smoke Menace, 
obviously was designed to increase 
the use of gas in preference of raw 
coal as a 
harmful 


means of eliminating 
smoke and The 
others, however, had nothing to do 


smog. 


with the consumption of gas. One 
Another was 
Enough to Eat. In other words the 
Gas Industries made a gift to the 
public in the form of education 
through Documentary Films. These 
films enjoyed quite wide distribu- 
tion in theatres and educational cen- 
ters as compared with the distribu- 
tion of films in this country. 


was on Housing. 


The American public is increas- 
ingly aware, and properly so, of 
false advertising and violation of 
consumer interests. They are also 
apt at smelling out offensive propa- 
ganda. The wise sponsor will not 
attempt to conceal advertising of 
his wares, nor will he continue a 
level of direct advertising aimed to 
appeal to the assumed but undoubt- 
edly underestimated “child mind” 
of the American public. He will see 
his own interests served best as he 
serves the public. If he will spon- 
sor financially and help create a 
vigorous Documentary Film move- 
ment in the interests of preserving 
and promoting our Democracy, he 
will open the channels of public 
good will. 

But, to do this, he must place his 
film program in the hands of profes- 
sional groups who have messages of 
value to the public and producers 
to whom the development of our 
Democracy is of first importance. 

Films in public health are 
“naturals” and are much needed in 
all forms of health education today. 
Those interested in securing public 
good will through this channel will 
find means to film 
as an important social document. 


promote the 


[25] 











2: Health & 


@ THE WELFARE DIVISION of the 
Metropolitan Life Insurance Com 
pany produces and distributes, free 
of charge, motion picture films pri- 
marily for use in the health and 
safety programs of State and local 
health departments, schools, social 
and welfare organizations, service 
clubs, police departments, safety 
councils and similar adult groups. 
All charges incurred in transport- 
ing films to and from exhibitors 


are borne by the Company. 


Since 1922 when One Scar or 
Vany a film on smallpox was 
released, nearly 95,000,000 individ- 
uals have seen Metropolitan Life 
Insurance Company films, which 
are an integral part of the Com- 
panys whole program of health 
and safety education. The primary 
purpose of this program is to give 
information to the Company's 
policyholders on the prevention of 
accidents and of the diseases re 
sponsible for a high mortality rate 

especially those for which spe 
cific preventive measures are now 
available. In the case of motion 
pictures, however, subjects already 
adequately covered by national or- 
ganizations, such as_ tuberculosis 
and cancer, are eliminated to avoid 


duplication of effort. 


The other materials used by the 
Company in its extensive education- 
al program include popular pamph- 
lets on various phases of health and 
safety, which are distributed prin- 
cipally by the Company’s repre 
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Safety Films 
of the Metropolitan Life 
Insurance Company 





BY DONALD B. 





Third 


in l6-mm. and 35-mm. sound ver- 
sions for non-theatrical showings. 
Theatre prints may be had of the 
pneumonia film, for use in connec- 
tion with State and local health de- 
partment pneumonia control pro- 
grams; and of the safety film in 
technicolor, for educational drives 
sponsored by police departments, 
safety organizations, and other 
groups interested in the subject. 
Although there is still a consider- 
able demand for silent films, re- 
quests for sound pictures are in- 
creasing steadily. The silent films 
are gradually being withdrawn 
from circulation as they become out 
of date. 


Metropolitan films are used prin- 
cipally in schools and_ theatres. 
During the past few years, an an- 
nual average of 25.000 showings to 
over 3.600.000 school children has 
been maintained; in theatres, about 
20,000 showings have been given 
to 7,000,000 individuals each year. 

In order to make reasonably cer- 
tain that the films are used in 





“ONCE UPON 
A TIME” 














sentatives. The pamphlets are also 
made available to schools and to 
oficial and voluntary health and 
Special health 
publications and exhibits for lay 


welfare agencies. 


and professional groups are pre- 
pared from time to time. 

The films produced by the Com- 
pany. besides One Scar or Vany. 
included Working for Dear Life, 
on the periodic health examination; 
Vew Ways for Old, on diphtheria, 
later revised under the title Con- 
quest of Diphtheria; Too Many 
Pounds, on overweight: Man 
{eainst Microbe. episodes in the 
story of man’s fight against com- 
municable disease; Once Upon a 
Time, a cartoon on street and high- 
way safety: and A New Day, on 
pneumonia. 

At this writing three films. 4 Neu 
Day. Man 


{zainst Vicrobe. and 


Once Upon a Time, are available 


ARMSTRONG, M.D. 


{ssistant Vice-President, Metropolitan Life Insurance Company 





connection with approved health 
and safety education programs and 
that they are a part of the Metro- 
politan’s program, they are distrib- 
uted mainly through the Film Bu- 
reau of the Company. An exception 
in this policy is made in the case 
of the National Board of the Young 
Men’s Christian Association, and 
with schools, universities, museums. 
health departments, public health 
associations,. and safety councils, 
that maintain film libraries with 
actively supervised loan services. 
Metropolitan films are loaned for 
a limited period with the provision 
that each print will be shown on 
an average of twice a week. 
Because of the increasing interest 
in visual education and the conse- 
quent increase in the number of 
motion picture projectors in use, 
many new opportunities are open- 
ing for film showings. But the 
value of film showings themselves 
is greatly enhanced if they are in- 
tegrated with other educational 
media in a well planned program. 


¢ Two prize-winning safety films 
typify the spirit of unselfish serv- 
ice which this type of production 
represents in American industry. 
We Drivers, the widely-shown one- 
reel subject for General Motors by 
the Jam Handy organization won 
the National Award for the out- 
standing contribution to safety in 
1936. Third in a series of semi- 
altruistic object lessons in motor- 
ing safety produced for the Ply- 
mouth Division of the Chrysler 
Corporation by Wilding is the pop- 
ular film The Chance to Lose. 


m pneumoma control and prevention 
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AT SAN FRANCISCO... 


* Early this year the executives of 
the Pennsylvania Railroad were look- 
ing for an additional attraction for 
their exhibit at the Golden Gate In- 
ternational Exposition that would draw 
crowds, entertain and at the same 


time sell railroad transportation. 


"Thrills for You" is exactly what the 
title implies. Its three-dimensional 
realism surpasses anything hitherto 
seen on the screen. You see a giant 
locomotive swung in mid-air by a 250- 
ton crane in the huge Altoona Works; 
you ride with the engineer in his cab 
over the great four-track main line, 
passing speeding freight and passen- 
ger trains. 


Three-dimensional interiors of the 
ultra-modern cars of such trains as the 
Broadway Limited and Trail Blazer on 
their regular runs impress the audience 
with the luxury and comfort of rail 


travel. 


This picture completely does the 
job the Pennsylvania expected it to do. 






245 West 55th Street 


NuMBER Six ¢ 1940 


oe SET ee ee eee Ped ee 
. autre SE a re Te ae 2 
» “3H 
ak 
43 > 
B. oy 
_ ‘ 
» 


PICTURES AT 
TWO 








WORLD FAIRS! 


Aeain, as in 1939, Loucks and Norling productions 
are audience favorites at America's biggest advertis- 


ing shows. 


The Chrysler and Pennsylvania films both played to 
capacity audiences on opening days and, steadily ever 
since, have hung up attendance records that establish 


a new concept of what advertising films really can do. 


Loucks and Norling films are not only first in photo- 
graphic achievement, they refiect showmanship and 
creative ability. "Color Song," playing at Maison Coty 
at the World's Fair, is the first sound Kodachrome film 
in which optical and special photographic effects have 


been used to enhance the beauty of color. 


Loucks and Norling films entertain and sell whether 
the sponsor's product be motor cars, railroad trans- 


portation or perfume. 


Your product and problem may be different. A letter 
or a telephone call will start us thinking and planning 


for you. 





‘Telephone: 


CO 5-69.94 


AT THE NEW YORK FAIR... 


* Throughout the 1940 season the 
greatest film attraction of the Fair 
will be “New Dimensions," Chrysler 
Motors’ sensational new all-Technicolor 
three-dimensional sound motion 


picture. 


Entirely original in treatment and 
in production elements, "New Dimen- 
sions" achieves the ultimate in enter- 
tainment and thrills. The beauty of 
Technicolor, the charm of the musical 
score, the thrill and excitement of 
three-dimensional realism, combine to 
make this film one that is acclaimed 


by critics and public alike. 


The number of people to see ''New 
Dimensions" will be limited only by 
the size of Chrysler's beautiful theatre. 
Here is real entertainment, and with 
it the audience gets an effective auto- 


mobile sales story. 


This picture completely does the 


job Chrysler expected it to do. 
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FSO sSINSPIRED 


HERE'S HOW— 
MR. INDUSTRIAL 


ADVERTISER! 
Yes: Films Can Help 


Your Business Too 
. 


For Example: 


DEMONSTRATE YOUR PRODUCT— 
A colored sound movie we produced 
recently, for a manufacturer of road 
machinery, has done an outstanding 
job. This company is now having us 
produce a film on another line of ma- 
chinery. 


GET NEW DEALERS—A steel company 
is getting new dealers for their line 
of roofing, fencing and general hard- 
ware supplies, with a Burton Holmes- 
produced sound slidefilm. 


TRAIN WORKERS—A manufacturer of 
structural glass had us produce a 
sound motion picture to train instal- 
lation workers. They say: 


“It is doing a splendid job for us.” 


INTRODUCE NEW MODELS — During 
the past six years we’ve made several 
sound slidefilms annually for one of 
the largest manufacturers of farm 
machinery. Of the two slidefilms pro- 
duced so far this year, one has served 
vitally in introducing a new model. 
The other is overcoming claims of 
competitors. 


INCREASE DIRECT SALES — A large 
coal company had us produce a sound 
motion picture showing the advan- 
tages of their washed coal. They say: 
“There is no other way in which we 
can bring to our customers such an 
accurate and interesting account of 
our plant and processes.” 


* 


MOTION PICTURES — SLIDEFILMS 
COLOR e@ BLACK & WHITE 


BURTON HOLMES 
FILMS, INC. 


PRODUCERS e DISTRIBUTORS 
LABORATORY SERVICE 





7510 North Ashland Ave. « Chicago 
Telephone: ROGers Park 5056 











Eye Protection 


@ HITHERTO AN UNSUNG HERO save to those for 


whom his unabating efforts have protected the ~ 


precious heritage of their sight, Harry Guilbert. 
director of the Bureau of Safety and Compen- 
sation of the Pullman Company, has now had 
his work extended into 
farflung fields through 
the recent production 
of a sound slidefilm. 
The Eyes Have It. 

Mr. Guilbert has been 
a noted campaigner 
for eye protection 
through his sponsor- 
shipof the now-famous 
Pullman Company rule 
requiring all Company 
employees towear gog- 
gles at all times while 
on duty. This manda- 
tory order, placed al 
the entrance of all re- 
pair shops and signed 
bythe President, makes 
no exception for exe- 
cutives and visitors. As 
a consequence, the 
Pullman Company has 
spent $25,000 in two 
years to save a possi- 
ble $116,000 in com- 
pensation, not to men- 
tion the untold grief 
and suffering of the in- 
jured employees. In 
eleven years, only one 
employee of the Pull- 
man Company has suffered a disabling eye 
injury. 

It is this message of successful protection 
as well as the contrasting story of carelessness 
and accidents which The Eyes Have It portrays 
so graphically. Sponsored by the National So- 
ciety for the Prevention of Blindness, 50 West 
50th Street, New York City, prints and records 
are made available to all classes of business. 
As Mr. Guilbert says, his reward will be amply 
paid if one showing were to save the sight of 
a single individual. 

The story of this film is one of tragedy. 
When it pauses for a single instant to permit 
the audience to close its eyes to the screen 
image, the recorded voice asks how it would feel 
to lose that precious vision permanently. Numer- 


Provide Pacific Coast Audiences 

* Through the facilities of its numerous Paci- 
fic Coast representatives and regional offices 
in Los Angeles, San Francisco, Portland and 
Seattle, Allied Film Exhibitors, Inc., announce 
the classification of more than 10,000 consumer 
audiences in 150 West Coast communities. These 
are located in the states of Arizona. Utah, Ne- 
vada, Idaho, California, Oregon and Wash- 


ington, effectually blanketing the far west. 





Vr. Harry Guilbert, Director of the Bureau of 


Safety and Compensation, The Pullman Company 





A CAMPAIGN FOR EYE SAPETY 


Slidefilm Based 


on H. Guilbert's Work 


ous instances of avoidable and seemingly im- 
possible eye accidents are pictured and described 
with vivid effect. The efforts of safety director 
Guilbert then take on real meaning. 

Showings of The Eyes Have It have been made 
beforeemployee groups 
of many transporta- 
tion and industrial con- 
cerns. After one of 
them, attended by 
Worker No. 441 of the 
Sunnyside Yard, Penn 
Terminal, New York 
City, Mr. Guilbert re- 
ceived the following: 

“I had the privilege 
of seeing your safety 
film regarding the care 
and protection of the 
eyes. At the end of the 
twenty minutes, I had 
a feeling far greater 
than that I had ever 
had after viewing a 
full length movie .. .” 

Production of The 
Eyes Have It was un- 
der the direction of 
Harry Lange of the 
Photo & Sound Divi- 
sion of Sarra, Ine. 
(Chicago) with the 
especially fine photog- 
raphy an outstanding 
feature of this effective 
slidefilm. 


DeVry Expands Personnel 

* The DeVry Corporation, Chicago projector 
manufacturer, expanded its visual education ac- 
tivities this month by adding the following men 
to their already large list of visual education 
specialists, located in key districts from border 
to border and coast to coast: J. R. Cagle, De- 
catur, Georgia; James F. Doyle, Lisbon, North 
Dakota; J. Maxwell Gordon, New York City; 
Wm. S. Hieber, Atlanta, Georgia; Kenneth 
Page, Chicago, Illinois. 

A. Peterson, Nashville, Tennessee; Everett 
R. Scherich, Inland, Nebraska; John T. Molloy. 
Chicago, Illinois; Geo. Rovick, Baltimore, Mary- 
land; Ralph Trinkhaus, Milwaukee, Wiscon- 
sin; A. A. Vogel, Manitowoc, Wisconsin; Wm. 
W. Montgomery, Chicago, Illinois; J. E. Walk- 
meyer, Oklahoma City, Oklahoma; U. T. Young. 
Marianna, Florida. 


Just Off the Press! 


* The DeVry Corporation, 1111 Armitage 
Avenue, Chicago, announces the publication of 
a new completely revised, up-to-date FREE 
FILMS booklet. A bound book, 56 pages in 
length, containing over 1200 free films avail- 
able to schools, clubs, churches, CCC Camps and 
other non-theatrical film users. Price with order 
0c. An invaluable booklet to free film users. 
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SPECIALIST IN THE PRODUCTION 

OF SOUND MOTION PICTURE 
from those organtyalions interested tn 

THE HIGHEST QUALITY MOTION PICTURE PRODUCTIONS 


and 


AN AUDITED GUARANTEED DISTRIBUTION SERVICE 
0 eee 





WE INAUGURATE A NEW SERVICE IN YOUR INTERESTS... 


Without any obligation on your part, we will now screen your 


present picture and submit our service proposal. 


We offer you a guaranteed national or zone circulation for your 
motion picture message throughout the theatrical or non- 


theatrical field or both, on an audited basis. 


This service is available to you not only in the United States, it is 


available throughout the Dominion of Canada as well. 


Through this service, your picture message can be exhibited to 
some 10,000,000 men, women and children consumers, in the 


course of six months’ time. 


A vast audience is also available through our non-theatrical service 
in the United States and the Dominion of Canada. 


Rothacker pictures are planned, produced and circulated with 


the same skill and thoroughness as the best national publications 


used by careful buying advertisers. 








ke 


AND DISTRIBUTION 
S FOR INDUSTRY 


AN OUTSTANDING ROTHACKER 
CLIENT IS 


The International 
Nickel Company, Inc. 


"Nickel" picture subjects produced by us, _ 


and with distribution through our audited 
guaranteed circulation service, have been 
presented to over... 


70,000,000 PEOPLE 


United States Distribution in 8,000 theatres, 
—through our permanent exchanges 

x *k * 
Guaranteed theatre distribution throughout 


the Dominion of Canada 


x * * 


Because there are thirty years of practical 
and technical experience in the production 
and distribution of high grade motion pictures 
back of Rothacker, you are well assured of 


satisfactory results when you use our service. 


x * * 


HOLLYWOOD 
PRODUCTION AVAILABLE 


ROTHACKER 


729 SEVENTH AVENUE - - - Cable Address ‘““DUGROTH” - - - NEW YORK, WN. Y. 
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The luxurious lounge of the Electric Club at Twenty North Wacker Drive 


Private Dining Rooms on the Club Floors offer convenient conference, 
has become a traditionally favorite rendezvous of resident executives 


luncheon or dinner facilities just a few steps from your own private office 


ALL THE SOCTAL REQUIREMENTS OF BUSINESS 


PLUS THE CONVENIENCE AND EFFICIENCY YOU DEMAND 
OF YOUR OFFICE HEADQUARTERS AT 20 NORTH WACKER 


® First and foremost a center of business activity where the leaders of many 
of America’s foremost business organizations make their office headquarters 
in Chicago, Twenty North Wacker Drive also affords the unequalled ad- 
vantage of exclusive private club floors, comfortable club dining rooms and 
private meeting rooms, spacious lounges and studio theatres. Just a few 
steps from his private office, the busy executive can hold an important con- 
ference or enjoy the quiet luxury of a perfectly served luncheon. For all 


group meetings and other business gatherings, these facilities are available 





during the day or in the evening. Service from modern completely-equipped 
Cooled by lake breezes, the lounges on the Club Floors 


° » ‘ . ite " , - ¢ « y, . »th = + » 
afford a spacious and comfortable retreat for a relaxing club kitchens provides a large selection of delicious dishes. 
moment away from the tension and cares of the business day 


Other Convenient Service Facilities: 










For executives and their employees, a modern public 


restaurant with counter or table service is also available 


a 


for breakfast, luncheon or dinner service. The Opera 
Buffet on the street level is a favorite after-hours ren- 
dezvous. Other service facilities include the completely- 


equipped building barber shop, tailor and valet and the 


ae ok 


Safe Deposit Vaults just off the main lobby. 





IN THIS SPACE NEXT MONTH: 


* Tower Offices at Twenty North 
Wacker Drive Afford a Maximum 
of Cooling Comfort Plus All the 





Conveniences Obtainable Only 
The beamed ceiling and walls of the Club Main Dining Through the Facilities of the 


Room gives it an air of comfortable relaxation while Civic Opera Building. 








guests enjoy a most delicious and well-served luncheon 





ApbrREss ALL INQUIRIES TO THE OFFICE OF THE PRESIDENT, MR. JAMES C. THOMPSON 


T THE CENTER OF CHICAGO BUSINESS + THE CIVIC OPERA BUILDING 


20 NORTH WACKER DRIVE 
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PREVUE: REVIEWING THE NEW FILMS 
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* Presented by The American 
Academy of Pediatrics, and spon- 
sored by Mead, Johnson & Com- 
pany, widely known manufacturers 
of baby foods, is a recent Wilding 
production entitled When Bobby 
Goes to School. 

The film shows, step by step. 
precisely what a physician does 
when he undertakes the complete 
physical examination of a child. 
and explains in language that can 
he comprehended by any intelligent 
mother just what each test is in- 
tended to disclose. 


Du Pont Promotes Fair 


# One of the unusual production 
assignments recently announced was 
Castle Films’ production of a title- 
less, two-reel talking motion pic- 
ture for the Finishes Division of 
FE. I. du Pont de Nemours & Com- 
pany. Scripted around du Pont’s 
campaign for visualizing and em- 
phasizing the importance of the 
“paint styling’ movement to 
painters, to paint dealers and to 
house owners, this two-reeler is un- 
titled because it is an integral part 
of a longer movie which pictures 
the du Pont exhibits at the World’s 
Fairs. for nationwide showings by 
du Pont representatives. 

Automobile refinishers and auto 
manufacturers are seeing a second 
sound film, also produced by Castle 
Films for the du Pont Division, 
called Color Accuracy. 

This Division of the du Pont 
Company is making still further 
use of business films with a Koda- 
chrome three-reeler, called Spray 
Waves, and with the Cavalcade of 


Scenes from “Loaf with Maca” 


Chemistry, a picturization of the 
du Pont exhibits at the World’s 
Fairs. Castle Films participated 
in the production of both of these 
subjects. 


Northwestern Yeast Film 

* By the time the 19140 World’s 
Fair closes this fall there should 
be thousands of new breadmakers 
in American homes. The reason 
for this renewed interest in home- 
baking will be Northwestern Yeast 
Company's recently completed 
sound picture Loaf with Maca, 
which will be shown continuously 
during the Fair by Northwestern 
at their exhibit. 

While stressing the importance 
of the new Maca yeast for modern 
streamlined baking, the picture it- 
self is an intensely interesting and 
instructive course in breadmaking. 
Besides offering valuable hints for 
successful baking, Loaf with Maca, 
abolishes the old-fashioned impres- 
sion that breadmaking at home is 
a tedious painstaking task. Ac- 
cording to Northwestern Yeast Com- 
pany officials, the picture is part 
of a national educational campaign 
to restore breakmaking to its former 
eminence in the American home. 

The film, exactly as it will ap- 
pear at the World’s Fair, is avail- 
able in 16mm. form for showing 
before cooking schools, home eco- 
nomics classes, women’s clubs, and 
similar organizations. Recognized 
groups may book this picture with- 
out cost, other than payment of ex- 
press charges, by request to North- 
western Yeast Company, 1750 N. 
Ashland Avenue, Chicago, Illinois. 


produced by Chicago Film Laboratory 








NuMBER Six ¢ 1940 











Producing scale models for the Ford 





film “Symphony in’ F” (Audio) 


Producing “Symphony in F” 





(Continued from Page 7) 


visual effect is that the inanimate 
parts move and act in life-like 
fashion. The lighting requirements 
for such shooting, plus the business 
of carefully and accurately moving 
dozens and sometimes hundreds of 
small car parts or models, meant 
that on certain days when we were 
extremely successful the one Tech- 
nicolor crew handling the stop mo- 
tion work was able to produce as 
much as twelve feet of film, which 
is just eight seconds’ running time 
on the screen when the picture is 
finished. 

Each of these crews consisted of 
six men, not counting the numerous 
electricians required for Techni- 
color’s high intensity are lighting 
equipment, plus carpenters, grips 
and property men. In addition, we 
had fourteen model builders work- 
ing continuously for six weeks, 

“Incidentally, there are twenty- 
four Technicolor cameras in ex- 
istence. Four of these are in Eng- 
land and twenty in this country. 
We used the one camera which is 
regularly assigned to the East and 
had a second camera and crew 
brought on from Hollywood. 

“During the production of this 
picture we exposed approximately 
twenty thousand feet of film and 
when you realize that Technicolor 
film is actually three negatives, the 
total really amounts to sixty thou- 
sand feet running negative. All 
this material was edited and cut 
to give us a print for showing 
which is about fifteen hundred feet 


in length, affording a performance 
of about sixteen minutes. I think 
we can truly say that this type of 
novelty picture technique, combin- 
ing stop motion and regular color 
photography, has never been at- 
tempted before. 

“It is intended that Symphony in 
F will give every audience a happy 
and constructive picture of what 
is back of the symbolic characters 
at work on the Cycle of produc- 
tion at the Ford Exhibit at the New 
York World’s Fair. It shows in 
Technicolor the many implications 
of these symbols of workers, the 
vast purchases of the Ford Organ- 
ization, the spreading of employ- 
ment throughout the country. and 
the creation of quality products 
with new beauty and advance styl- 
ing. It shows, also, how the pur- 
chases of the Ford Motor Com- 
pany spread employment how 
much all of us everywhere have 
to do with the making of motor 
cars—and how that, in turn. en- 
ables us directly and indirectly 
to buy these and other products. 

“The photography is a com- 
bination of three-color Techni- 
color with stop motion photog- 
raphy. also in Technicolor. This 
latter technique enabled us to use 
models (similar to the figures. ani- 
mals, plants and materials on the 
Cycle of Production) and cause 
them to move about in life-like 
fashion. In this way we presented 
the march of raw materials, the 
flow of purchase orders throughout 
the land, and the creation of the 


twenty-eight millionth Ford car.” 





as 





HUNAN 
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How to Use 
Automatic 
Slidefilm 

Projection: 


@ With several excellent auto- 
matic slidefilm projectors now 
on the market, advertising dis- 
play directors and other mer- 
chandising executives can add 
remarkable interest and con- 
siderable added selling punch 
to window displays, outdoor 
signs and many new exhibit 
possibilities are opened up. The 
SVE Automatic unit, the new 
DeHaven Iconovisor, and the 
Junior Selectroslide are three 
varying types available. Here 
are some uses: 


1. WINDOW DISPLAY: show 
colored or black and white mer- 
chandise films in evening 
hours. 

2. COUNTER SALES: stimu- 
late “special” items with “rear- 
screen” showing of pictures. 
3. OUTDOOR EXHIBIT: pro- 
ject films on screen on service 
station lot, ete., after dark. 


4. MOVING SIGN: Use in 
adapted billboard with rear- 


The New DeHaven Iconovisor 
lutomatic Slidefilm Projector 
sereen unit showing merchan- 


dise. 


5. PLATFORM LECTURES: 
lecturer can talk without ad- 
ditional assistance for slides. 


6. EXHIBIT BOOTH: shows 
complete line of merchandise, 
cutting size of exhibit needed. 


7. ANNOUNCEMENTS: can 
be used in railroad station, 
other public places, for short 
ads. 


8 SALES PORTFOLIOS: re- 
places presentation books, 
charts, for traveling sales pro- 
motion uses and product dis- 
plays, ete. 
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DOUBLE 


WO EXTRA CHARGE 
FOR SECOND PERSON 


Howywooo 


VINE AT-HOLLYWOOD BLVD. 


NEAREST 





vié sTuolos 


The ideal headquarters for busy executives. 


Hollywood Plaza Hotel is within easy access to 


radio and motion picture studios, leading the- 


atres and distributing 


agencies, famed night 


spots and sport centers. 


* 


PLAN TO MEET 
IN THE PLAZA 


YOUR FRIENDS 
COFFEE SHOP 
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So You Want to Write a Scenario 


(Continued from Page Sixteen) 


particular technique, but where they 
do, this method can be extremely 
powerful, provided that the plot 
solutions are not foolish nor ridic- 
ulous and further provided that the 
dialogue either handles the adver- 
tising in a very natural, quiet way 
or turns over the actual commercial 
to an off-stage voice for the last 
few feet of the film following the 
close of the plot solution. 
One advertiser who has spent 
million dollars in 
“minute movies,” has used this type 


more than a 


of playlet almost exclusively and 
a few other advertisers are follow- 
ing suit. 

ENTERTAINMENT: A large number 
of advertisers who are greatly con- 
cerned with group audiences and 
exhibitor reaction, turn to the en- 
tertainment type of playlet, feeling 
certain that their advertising will 
certainly be entirely acceptable. 
The experience of these advertisers 
proves that they are right, in that, 
either straight motion picture en- 
tertainment or cartoon animation 
of course, liked 
by both the theatres and their audi- 


entertainment is. 


ences, 
ENTERTAINMENT PLAYLETS 

Example: One large food adver- 
tiser, feeling that their product had 
no unusual news or demonstration 
feature, utilized a series of Tech- 
nicolor cartoon animation films so 
well done that the audiences appear 
to rate them on an entertainment 
par with Hollywood’s own anima- 
tion entertainment production. The 
advertising in these playlets was 
held to pretty much of a minimum. 
brought in at the close of the play- 
let. Yet, the sales increase for this 
“minute movie” 
markets showed that the combina- 
tion of acceptable entertainment 


product in the 


and advertising was sufficiently ef- 
fective to make the entire operation 
extremely profitable. 

At the present time, there are 
a number of advertisers using this 
technique and in those cases where 
the cartoon animation is. strictly 
professional, and the entertainment 
is handled in a clever way, the ad- 
vertising has produced in a thor- 
oughly satisfactory manner. It is 
to be hoped, however, that the fine 
success enjoyed by advertisers using 
this type of playlet will not in- 
fluence all advertisers similarly, be- 
cause, where a product has honest 
news value or where a product can 
be sold best by visual and oral 
demonstration, an advertiser will 
not get the full benefit of the eye, 


plus ear appeal of motion pictures, 
unless he permits this appeal to go 
to work for his product through 
variation of the 
treatment outlined in group one. 
If the foregoing factors can be held 


some newsreel 


clearly in mind, the preparation, at 
least in rough outline, for a screen 
campaign no longer becomes a mys- 
tery. At least the basic copy theme, 
with its adaptions to “minute 
movie” technique can now be con- 
ceived and the cooperation of pro- 
ducers or other people experienced 
in writing scenarios can then be 
sought for the purpose of refining 
and polishing the rough scripts. 
How Many Scenes Usep? 
There are 90 feet of 35mm film 
to a one-minute picture. Playlets 
have been produced with as few 
as one or two scenes and as many 
as ten or eleven scenes inside that 
footage. For fast-moving. newsreel 
technique the greater number of 
scenes is generally employed. This 
is more dangerous because it tends 
to make the playlet jumpy, but 
when it is handled in a thoroughly 
professional manner, it is more ef- 
fective as it permits the use of a 
wide variety of dramatic shots and 
it steps up the tempo of the playlet 
to such a point that the audience is 
keyed-up and hence the impression 
value has been found to be greater. 
No mention has been made in 
this article of the use of such 
themes as testimonials or the value 
of Color vs. Black & White. These 
and other such details are actually 
minor to the preliminary planning 
that finally settles on the use of 
either group one, group two or 
group three. The possibilities for 
variation, once th’s is done, will 
make themselv. known to every 
script writer and certainly no rules 
can be set down as hard and fast 
with respect to their employment. 


Cotor Aips SALes APPEAL 

Since the screening rate is no 
ereater for Color than for Black 
& White, the use of Color is auto- 
matically suggested for many prod- 
ucts. These would include any 
product whose variety of colors is 
important in making a sale and it 
would also include food products 
for whom appetite appeal is a 
weapon. On the other 
there are 


powerful 


hand, many products 


which do not need the stimulus 
of color and while color would be 
just as acceptable, it would not be 
recommended because of the in- 
creased production costs of color, 


both for negatives as well as prints. 
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is Better 16 Ways! > > > 


This simplified sales-making unit has many 

exclusive features which put it YEARS AHEAD! 

Is built by world’s most experienced sound 

company—makers of the RCA Photophone 

equipment used by Hollywood studios and in 
thousands of theatres! 


Give your sales messages life, pep, color! 
Make them “sévg”—and you'll make 
more sales! ... With the new RCA 16 
mm. Sound Film Projector you can do 
it! For this new unit lends fresh sparkle 
to every picture with its better, more 
brilliant projection. 10% to 20% greater 
screen illumination is provided by a 
specially designed optical system and 














Audio Visual Service «+ Educational Dept., RCA Manufacturing Co., Inc., 
Service of the Radio Corporation of America 
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large, objective lens. Yes—and the sound 
takes on new zest, too! For this projec- 
tor has Film Take-up Equalizer—plus 
excellent electro-dynamic speaker. 

In addition to giving your sales story 
that vital “sing” the RCA 16 mm. Sound 
Film Projector is easy to operate, easy 
to clean and adjust, and easy to carry. 
Threading line caston projection block 
greatly simplifies threading. This pro- 
jectoralsooffers simpleand swift motor 
rewind ofall size reels. May beused with 
microphone or Victrola Attachment. In 
all, it’s better 16 ways—and is priced with 
the lowest. For full details mail coupon. 





Brilliant New RCA16mm. Sound Film Projector 








BETTER 16 WAYS! 
BETTER SOUND REPRODUCTION 
BETTER, MORE BRILLIANT PROJECTION 
. BETTER, SIMPLER THREADING 
BETTER AND MORE EFFICIENT COOLING 
BETTER REEL TAKE-UP AND RE-WIND 
. BETTER EQUALIZATION 
. BETTER OPERATING EASE 
- BETTER INPUT PERFORMANCE 
. BETTER REPRODUCTION, 

10. BETTER FRAMING 
11. BETTER TONE 
12. BETTER ACCESSIBILITY 
13. BETTER VERSATILITY 
14. BETTER LUBRICATION 
15. BETTER LAMP SERVICE 
16. BETTER PORTABILITY 
Trademark “Victrola” Reg. U. S. Pat. Off. 
by RCA Mfg. Co., Inc 
For finer sound system performance—Use RCA Tubes 
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Educational Dept. (BS-6) 
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RCA Manufacturing Co., Inc., 
Camden; New Jersey 








N. J. 


Please send me complete information con- 
cerning the new RCA 16 mm. Sound Film 
Projector. 


Name 


Company 


Address ___.....--.-- 





City —— . a ee a 
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e By illustrating impor- 
tant facts with slide- 
films, your salesman 
puts drama into the in- 
terview. He concen- 
trates the prospect's at- 
tention on his work. 


He eliminates distrac- 





tions and focuses his 


S. V. E. ae Model G 
Thi single 


frame slick films. 3 is sid 1] { J pre senting the story. The 


entire efforts on pre- 


waitoriums. Ithas the patented —_ glidefilm aids in telling 
Im in proper seq it in the most logical 
andeffectivesequence. 
When slidefilms are projected with S. V. E. 
Projectors, no compromise is necessary on bril- 
liance of pictures, film protection or convenience 
of operation. All S. V. E. Projectors, from the 50 
watt unit for contact salesmen to the 300 watt 
models for showings to the largest audiences, 
excel in these qualities. The S. V. E. line includes 
in addition to models for showing slidefilms only, 
the versatile Tri-Purpose Projector which shows 
single or double frame slidefilms and 2” x 2” 
slides. Send now for interesting folder “How to 
Show It” containing complete facts on 
S. V. E. Projectors. Address Dept. 6-B. 


SOCIETY 


100 €AST OHIO STREET CHICAGO - ILLINOIS 





FOR VISUAL EDUCATION. “Inc 





VEW FILMS 


® DistrRIBUTION records have been 
toppled by the Ethyl Gasoline Cor- 
porations sound slidefilm What is 








Good Gasoline?, according to re- 
ports. The film was produced by 
Associated Sales Company. Inc., 
Detroit. 

A basic film, designed primarily 
to answer questions about fuel 
which automobile company repre- 
sentatives were constantly asking 
Ethyl field men, it has enjoyed au- 
tomatic distribution by practically 
all the major automobile com- 
panies, according to Julian Frey, 
technical manager of Ethyl. Chevro- 
let, Pontiac, Oldsmobile, Cadillac, 
Plymouth, Dodge, DeSoto, Chrysler, 
Amplex, Packard, and Studebaker 
have used the film, said Mr. Frey. 

In addition, the film has been 
circulated widely by the Illinois 
Farm Supply Company, and by 
four Canadian Oil Companies. The 
Sinclair Oil Company had Associ- 
ated remake the film especially for 
And hundreds of 


copies have been sold directly to 


their own use. 


interested oil company stations and 
independent stations. 

The film has also been shown 
widely in foreign countries through 
the efforts of such organizations as 
Ford of Canada, Chrysler and Gen- 
eral Motors. 
it has been shown to date include 


Countries in which 


Denmark, Sweden, Norway, France, 
England, Portugal, Kenya Colony, 
Peru. Brazil, The Philippines, Sal- 
vador, Canal Zone, India, Rhodesia, 
Egypt, Uruguay, China, Japan, and 
Java. Special electrotypes were 
distributed in Australia and New 
Zealand by the Ford Motor Com- 
pany of Canada. 

The wide circulation of What is 
Good Gasoline? has led the Ethyl 
Corporation to produce two other 
films—one, What is Good Tune- 
Up?, for the automotive field, and a 
special farm film, John Ross Gets 
the Facts, for distribution through 
the farm equipment companies. Cir- 
culation figures on these two films 


Pathese ope | \ VY.) has just produc ed 
a slidefilim on odd-lot brokerage pro 
cedure for Carlisle, Mellick & Company 











Scene from Film Arts Corp. (Mil- 
waukee) movie, “Foundry Progress,” 
showing ladle pouring molten metal at 
Studebaker Corp. South Bend plant 


will be available in the near future, 
it is reported. 
* Emerson Yorke Studio, in col- 
laboration with E. J. Barnes As- 
sociates, has completed production 
on a three reel informative film. 
250 Metropolitan Years, for Met- 
ropolitan Life Insurance Co. 
Picture, which was filmed at 
Metropolitan headquarters in New 
York and at Ideal Sound Studios 
in New Jersey, and which features 
an unusual cast of five Metropolitan 
service directed 
by Emerson Yorke from an original 
script by Max Schulman. Edward 
Hyland handled the camera, Solita 
Palmer the musical backgrounds. 
Alois Havrilla supplied commentary. 


veterans, was 





Foreign ilms 
gn Ad Fil 
(Continued from Page 19) 

with the audience of a number of 
South American countries. The word 
“tire.” being an Anglicism—or per- 
haps we may say an Americanism 

has been translated in the various 
nations in different ways with the 
result that we could not use any 
one word denoting “tire”, because it 
would not be understood readiiy in 
all the countries where the films 
were to be shown. Thus we had a 
case where a Spanish merchandis- 
ing film, advertising “tires.” did 
not mention the word “tire” once. 
and yet was a very successful pres- 
entation. Such language problems 
confront us every day in the prep- 
aration of a spoken and printed 
copy and the scenarios. 

However, the comprehensive scope 
and universal knowledge of such 
language problems possessed by our 
highly specialized staff, has enabled 
us to introduce our advertising films 
abroad so successfully, that for the 
past three years they are daily being 
exhibited in all corners of the 
world, and that our repeat orders 
average better than 900. Today, 
the arrival of an order calling for 
a film with spoken commentary in 
Afrikaans. Siamese, Arabic or Gu- 
jarati (dialect used in Bombay. 
India). is merely given the usual 
order number and put in work. 
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* A sound slidefilm, From One to Ninety-nine, 
has been produced by the Pathescope Co. of 
America, Inc., to instruct the personnel of 
brokerage firms throughout the country in the 
workings of an odd-lot house. 

It traces the order from its inception in some 
out-of-town office. through the Carlisle, Mellick 
& Co’s. New York office, the Stock Exchange, and 
finally back to its original source. 


* A color sound slidefilm, for B. Altman & 
Co., has also been produced by Pathescope, and 
is designed to instruct new employees as well 
as to give some atmosphere of the store. It is 
also planned to have all present employees see 
the film. In addition many colleges have al- 
ready reserved copies for showings in the fall. 


Castle Subjects for Business 


* With the advent of numerous 16mm movies 
that record phases of the wars in Europe, there 
has been an extended demand for them for 
use by sales and promotion managers as a part 
of their district and trade conventions and meet- 
ings. Many such meetings are making use of 
films of their own for presenting their messages. 
The war films are shown as an added feature, 
not only as a means of lending variety for the 
sales and retail audiences but also as a service 
on the part of the sponsoring companies. De- 
mand for sub-sized films for such uses is not 
wholly confined to war films, however. Among 
those that have been in most demand in the last 
few months are the following, produced by 
Castle Films: Bombs Over Europe, Finland 
Fights, Battleship Graf Spee Scuttled, Swim- 
ming and Diving Aces, and Coney Island. 


PROJECTION SERVICE—EAST | 
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MOTION PICTURE DISTRIBUTION SERVICE 


In all phases for Theatrical and non-theatrical pic- 
tures. The non-theatrical service includes supplying 
Projectors, screens, operators, etc., and transportation. 


King Cole’s Sound Service, Inc. 
203 East 26th St., N.Y. C. Lexington 2-9850 


Local operating points in upper N. Y.—N. J. and Conn. 














| COVER YOUR RURAL MARKET 


WITH OUR 
16 M.M. PROJECTOR SERVICE 


Write Us For Quotations. 


* WATSON «x 
TALKING PICTURE SERVICE 
249 Erie Boulevard West Syracuse, N. Y. 








PROJECTION SERVICE—WEST 








ALLIED FILM EXHIBITORS, Inc. 


672 South Lafayette Park Place - Los Angeles, Cal 
EXHIBITORS OF 16MM. INDUSTRIAL AND 
PUBLIC RELATIONS FILMS. 

56 exchanges serving 250 communities in the 
Western Trading Area. 


Regional offices 


SAN FRANCISCO * PORTLAND * SEATTLE 
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2 7, , “Sound Qualities on Our Kodachrome Film Were Excellent as Was 
e 


the Color Projection .. .” 


SURE ... DeVry 16mm. sound motion picture projectors are famous the world 
over for their ability to safely project ALL FILM, sound or silent, black and white 
or KODACHROME with par excellence quality equalled only by the theatre per- 
formance of DeVry 35mm. equipment. 


HERE’S WHY 


MINNEAPOLIS -MOLINE AND THOUSANDS OF OTHER 


DEVRY USERS OBTAIN MARVELOUS RESULTS AND WHY YOU WILL, TOO. 


% Abundance of sound amplification 
to penetrate the dense Kodachrome 
sound track. 


% Extremely sensitive sound mechan- 
ism for proper handling of color 
film sound track. 


% Advanced correctly designed optical 

system affording the superior screen 
Quote: “We have had many ex- 
ee Ss cellent = testimonials _re- 


garding the simplicity and depend- 
ability of your machines.” 


SIMPLICITY . . . No other 16mm. 
sound projector can match the utter 
simplicity of DeVry 16mm. projectors. 
Easiest to thread, easiest to operate be- 
cause of a minimum number of work- 
ing parts and high speed gears. 


DEPENDABILITY . . . The disposition 
of customers, like Ford, International 
Harvester, Allis-Chalmers, Standard 
Oil, Goodyear, Firestone, Caterpillar 
Tractor, etc., to favor us with repeat 
business is ample proof of the de- 
pendability of DeVry projectors. 


brillian 


% Amplifier designed for the rendi- 
tion of sound from l6mm. Koda- 
chrome as well as black and white 
sound tracks. 


* Film tl 
ed to 
costly « 





ce required for color film. 









reading mechanism design- 
carefully handle the more 
lenser color prints. 


SS DEVRY "INTERPRETER" 16-MM SOUND PROJECTOR 
‘a @ DeVry manufactures the most complete line of 
| 16 and 35 mm silent and sound projectors and 
la cameras for professional and institutional use 
YW 





CORPORATION 


Factory & Main Office 


ARMITAGE AVENUE 
CHICAGO, ILLINOIS 


NEW YORK HOLLYWOOD 








DO YOU CONTEMPLATE 


the purchase of a sereen on which you 
may project the story of your product 
or your service? If you do, may we 
suggest that you investigate the merits 
of Raven Screens whose superiority 
is an established fact among pro- 
fessional, industrial, recreational and 


amateur movie makers. 


Literature on Request 


RAVEN SCREEN CORPORATION 


314 East 35th Street New York 


CRAVEN APSCREES 














SLIDEFILM PRODUCERS 
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| QUALITY PRODUCTIONS 


BLACK & WHITE & IN COLOR 


sidan PhiteSeund | 


Division of SARRA, Inc. 
WHitehal! 7696 + 16 East Ontario Street + Chicago 


ee ee 


LL mess OO 


L 


IIL II IES a od 





ZAQMMUUUNNNANAANUOOUUUUUAANOONGOOOUUUUAAAAOOOOUUUOUASOOAGEOU OOOO AAU AAUA UA 


For “DRAMATIZED SELLING” 


in sound slidefilms or in live 

talent plays, written and pro- 

duced to fit your needs . 
wire, phone or write. 


PAUL HARRIS PRODUCTIONS 


440 So. Dearborn Street Harrison 3983 
Chicago, Illinois 


FMM 
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Eastern Producers: 





“FIND OUT ABOUT 
CARTOONS 
FOR OUR NEXT 

SLIDEFILM!" 


Write 


F. O. ALEXANDER 
1089 Drexel Bidg. 
Philadelphia, Pa. 














Midwestern Producers: 








® Motion Pictures 
® Recording 


® Slide Films 
© Programming 
* SPECIALISTS IN COLOR x 


Obtain Our Estimate for YOUR Production 


FILM ARTS CORPORATION 


MILWAUKEE, WISCONSIN 
717 W. Wells St. Phone Daly 5670 











ANIMATED CARTOONS 


(Continued from Page 21) 





Scene from the Metropolitan Life Insurance cartoon 
subject “Once Upon a Time” a notable film example 

\ short excerpt from an advertising brochure 
recently published contains an interesting view- 
point on the animating angle: 


“Cartoon and technical animation often serve 


to lift a production from the commonplace. And 
to demonstrate a complicated idea or mechanism, 
animation is frequently the only means by which 
the objective can be accomplished. A trade-mark 
comes to life and directs a scene. Mother Goose 
tours the country in her new runabout, demon- 
strating safety in driving. A sectional view of a 
Diesel engine slowly changes shape as a piston 
moves up and down. Anything can happen!’ 

In his article for Nancy Naumburg’s “We 
Make the Movies.” Walt Disney says of the ani- 
mated cartoon technique: 

“There has been a great improvement in the 
mechanical end of production. In the old days 
before sound came into existence most of the 
cartoon equipment used was makeshift and 
crude. Gradually we have improved our cartoon 
technique by improved equipment, so that today 
the cartoon is steady and flickerless and the 
animators produce better and smoother action. 
But the main improvements have been in our 
understanding of the medium, better artists, 
drawing and story technique.” 

Business can well afford to study the many 
applications of this technique to short sales and 
advertising films. What has been done most 
successfully in the world of make-believe (as 
witness “Snow-White”) can be done as well in 
the realm of actuality. The cost need not be 
excessive—in fact it can be well controlled. 





SITUATIONS WANTED 








CARTOON ANIMATORS 
for your neat 


SCREEN ADVERTISING CAMPAIGN 
® 


Skilled Specialists in Physical 
Production of Theatrical 
Quality Screen Ad Playlets — 
in Color or Black and White 
e 
COMPETENT ART PERSONNEL 
FINEST MODERN EQUIPMENT 
Ask for Our Quotation 
on Your Next Production 


SPINN & ASSOCIATES 


INCORPORATED 


3957 North Ashland Avenue ¢ Chicago 
Telephone: BUCkingham 8059 


*TECHNICAL ANIMATION for ALL PURPOSES 
*®SLIDEFILMS in COLOR or BLACK & WHITE 











SAFE SUMMER 
STORAGE your FILMS 


IN YOUR OFFICE 
OR ON THE ROAD 
VAPORATE your films NOW—for protection 


against summer's sticky humidity. 





Better photo finishes offer you VAPORATE 
Permanent Protection against climate, 
wear, scratches, oil, dirt, water and finger 
marks on your still films. 














BELL&HOWELL CO. 


VAPORATE CoO., INC 1901 Larchmont 














130 W. 46th St, Chicago 
716 No. wy Brea 
New York Hollywood 











PRODUCERS! For past three years I 
led staff selling commercial, educational 
motion pictures. Covered wide territory. 
All sales at good prices. No cancellations. 
Opened new accounts. American. Mar- 
ried. Good health. Excellent references. 
Free to go anywhere, prefer East. Let me tell 
how I can do a selling job for YOU. Box 
6, Business Screen, 20 N. Wacker, Chicago. 


Specialists in PRODUCTION of 
MOTION PICTURES 


for Industries and Communities. Black and White or 
Color, Silent or Sound. Cameras, Projectors, ete., for 
Sale or Rental. 


COMPLETE GENERAL SERVICE .. . FILM LIBRARY 


PATHESCOPE CO. of the North East, Inc. 











4 REPRESENTATIVE with several years’ 
experience as Producer, Account Executive 
and film equipment salesman seeks addi- 
tional products to sell on a commission 
basis. Now contacting all film users in Chi- 
cago and Midwest market. Box 12, Business 
Screen, 20 North Wacker Drive, Chicago. 
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438 STUART ST. BOSTON, MASS. 














lan n ultra-modern 


hostelry in the 
heart of Chicago 
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VISUAL DISPLAY5S 


NEW EQUIPMENT FOR MODERN VISUAL 
DISPLAYS: RETAIL MERCHANDISING IDEAS 


AUNUUULUNNNOQOQEOOOOUUUUUANONN00OOOUUUUUUNONOOOOOOOUUUOOOOONOOOOUUUUUUONOGANOEEUUUUUOUOONONEOAOUUUUOUOOOQONONOEUUUUUUOAAAAOARUUUUUAAAASARLU UTAH 


Inquiries regarding equipment and processes described on these pages 
should be addressed to the Visual Displays Editor, c/o Business 
Screen Macazine, 20 North Wacker Drive, Chicago. This new 
department will be extended as regular feature in succeeding issues. 


@ In THE sTuDIOSof Burton Holmes 
Films (Chicago) a new third-dimen- 
sional slidefilm production program 
and method of showing was un- 
veiled last month. The new method, 
details of which will be fully re- 
leased in the next issue of BusiNEss 
ScREEN, was the simplest that has 
yet come to our attention, requiring 
only the use of a simple attachment 
for standard SVE slidefilm pro- 
jectors in order to achieve the di- 
mentional effects. 

The attachment, in _ principle 
similar to the Polaroid development 
and requiring the use of viewers by 
members of the audience, achieves 
remarkable realism. Its low cost 
and the corresponding low cost of 
production should make it a most 
popular and efficient method of por- 
traying the products of industry 
with more compelling realism and 
novelty. 


REAL LIFE PROJECTOR 
MAKES CHICAGO DEBUT 


* For the first time in the history 
of the manufacture of visual aids 
for selling and teaching, an auto- 
matic projector for showing glass 
slides in three dimensions is now 
being made. It is the Real Life 
Projector of the Three Dimension 
Corporation, New Holstein, Wis- 
consin. 

A “pre-view” of pictures pro- 
jected by this equipment was at- 
tended May 15 in Chicago by Chi- 
cago Business Screen editors. Here, 
for the first time, life-size pictures 
in full color were projected in three 
dimensions. The showing was a 


Side view of the new Real 
Life Projector showing lens 





NuMBER Six © 1940 


practical demonstration of the dra- 
matic realism which is possible in 
illustrating many types of subjects. 
Each picture has not only height 
and width, but the true depth of 
perspective that one sees in view- 
ing the actual scene. Observers for- 
get the presence of the screen and 
have the feeling of looking through 
a window into the scene which is 
being projected. 

The applications of this new 
medium of visualization are legion. 
Business executives interested in 
showing the true contour of prod- 
ucts, the true colors of finishes or 
the true texture of fabrics and sur- 
faces, recognize in this Three Dimen- 
sion Projection the most efficient 
method of obtaining their objective. 
Educators can use this new three 
dimension projection to bring into 
the class room the glorious beauty 
of nature, the majesty of Yosemite’s 
slorious falls and_ the life-like 
realism of studies of 
physiology, surgery and other sub- 
jects. 


scientific 


The projector which makes pos- 
sible this visualization is electrically 
operated. The slides set in trays, 
may be shown automatically and 
changed at set intervals or may be 
shown individually by pressing a 
control switch placed anywhere de- 
sired. The advantages of automatic 
projection make the equipment 
especially suitable for conventions 
and exhibits in stores and other 
places. The electrical control of in- 
dividual pictures is appreciated by 
lecturers who wish to discuss each 


(Please turn to next page) 


; <; 
Front view of projector with 


slide tray in position for use 
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OUTDOORS 











One case contains the com- 
plete sound projector. The 
other has two speakers — 
EXCLUSIVE WITH VICTOR. 


THIS ONE 


SOUND 


PROJECTOR 





Solues all 


PROJECTION PROBLEMS 


Imagine! With a Victor projector you can 
put your sales story across to 3 or 3000 
prospects in the living room of a home, in 
a conference room, at conventions, fairs, 
exhibit—anywhere. No other equipment 
offers such a wide range of uses—is so 
easy to carry, set up and operate. That’s 
why Victor is gaining such wide-spread 
acceptance for sales and industrial work. 
Because of Victor’s exclusive features it 
provides clarity of picture and sound which 
must be seen and heard to be appreciated. 
Projects either sound or silent films in 
color or black and white. Can be equipped 
with Microphone, Record Player and other 
Add+A+Unit equipment. Basic Sound 
Projector is as low as $275.00! 

WRITE TODAY for the new VICTOR Catalog 


and latest tested business applications. 


DEPT. E-1 


VICTOR ANIMATOGRAPH 
CORPORATION 


DAVENPORT, IOWA, U.S.A. 


Distributors Throughout the World! 











FASTEST, SUREST BY | 
RAILWAY EXPRESS | 


Top-speed service, day and night, to any point anywhere for 


spot releases, features 


extra charge for pick-up and delivery in all cities and prin- 
cipal towns. For fastest service obtainable—AIR EXPRESS- 
3 miles a minute. Complete. Direct. Economical. A phone 


call brings us to your door. 


RAILWA 


AGENCY 
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and equipment. Low rates, and no 





NATION-WIDE 





XPRESS 


INC. 











RAIL-AIR SERVICE 


America’s Greatest 


PLAYGROUND 
HOT SPRINGS 


NATIONAL PARK, ARKANSAS 


Add healthful years to your life by exercising 
and toning up the system. Enjoy the moun- 
tain climate and all forms of recreation. Bathe 
in the famous medicinal waters of 47 U. S. 
Government-supervised Hot Springs. Stop at 
the Majestic Hotel for fine accommodations, 
single rooms with or without bath, and smart 
2, 3, or 4 room suites. Government-supervised 
bath house in connection. ..Moderate rates 
from $150. Two restaurants serving the finest 
of food. Beautiful Lodge on Lake Hamilton. 
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VISUAL DISPLAYS — II 


(Continued from previous page) 
picture at some length before pro- 
ceeding to the next scene. 

The Real Life Projector assures 
error-proof insertion of the slides. 
They can never be put in upside 
down. Because they are not changed 
by hand they remain free from 
thumb prints and finger markings. 
Each number of 
three dimensional slides up to 35. 


tray holds any 
If it is decided to show more than 
35 slides during one lecture, the 
tray can be instantly replaced with 
another tray. The slides do not have 
to be handled. There is no danger 
of breakage or becoming finger 
The Real Life Three 


Dimensional Projector will show, 


marked. 


in addition to the Three dimension 
the 
When these are used the trays will 


slides, conventional _ slides. 
accommodate twice as many slides 
as can be used with three dimen- 
sional projection. 


With 


there is a slide for each eye. The 


three dimensional slides, 
slide for the right eye shows the 
scene exactly as the right eye would 
view it. The slide for the left eye 
taken from a slightly different per- 
spective, shows the scene exactly as 
this eye would observe it. When the 
projected picture is viewed through 
Polaroid glasses, each eye sees only 
the view that it would naturally 
have in observing the actual scene. 
The objects in the scene appear at 
the true distances from the observer. 
The projection of three dimension 
pictures is the only way to truth- 
fully reproduce the colors of nature. 
As Professor Kennedy, well-known 
authority on three dimension pro- 
jection says in his book “The De- 
velopment and Use of Stereo Pho- 
Pur- 


tographs; for Educational 


poses,” “even when we succeed in 
obtaining films that will truthfully 


reproduce the colors of nature, they 


stery conference 





will not seem true until we add 
binocular vision.” 

The Real Life Projector was in- 
Mr. R. V. Brost. 
Vice President of the Three Dimen- 
The 
was the result of many years of re- 
which had its start 
Mr. Brost was official photographer 
of the Garden Club of America. In 
that capacity he was called upon to 
make three 
graphs of private gardens in many 
places throughout the United States. 
For such well known families as the 
Rockefellers, the DuPonts, the Dor- 


rances and the Vanderbilts, he made 


vented by now 


sion Corporation. discovery 


search when 


dimensional _ photo- 


three dimensional photographs in 
color. Because there was no projec- 
tor on the market at that time for 
showing these pictures to an entire 
group they had to be enjoyed by 
the old-fashioned stereoscope. Only 
one person could look at these views 
at a time. 

With the Polaroid 
glass, Mr. Brost saw an opportunity 


advent of 


to develop a projector that would 
show the pictures in three dimen- 
sions. This year, for the first time, 
the projector is being built commer- 
cially for the use of business firms, 
educators, lecturers and others in- 
terested in showing life size pic- 
tures in three dimensions. 

The Jantzen Knitting Mills, Port- 
land, Oregon, is 
1940 bathing 
three 


introducing | its 


suits with a travel 


show of dimension color 
slides. These are now being shown 
in department stores throughout the 
country. Crane & Co., United Air 
Lines, Elgin Watch Co., and the 
Hickok Manufacturing Co. are also 
said to have contracted for the 
service. 

Scores of other prominent com- 
panies which have heard about the 
projector are now considering it for 
possible use in 1940 sales promo- 
tion plans. 


- - « by John Groth 





BusINESS SCREEN 











ie 


Pioneering in 
a ew Audience 
of 35 Million 


A name in lights . . . a crowded lobby ...a 
packed house. Into moviedom’s world of real- 
istic make-believe stream 85,000,000 Americans 
a week—two-thirds of the walking population 
of a nation. Overnight a fad is born... a style 
adopted...asong hit made...an opinion molded. 


Yes—to see is to believe. But, to see and to 
hear at the same time is to believe and to re- 
member in detail—for days to come. 


YEALIZING the vast influence of this 

commercially unexplored medium, the 

J. Walter Thompson Company, some years 

ago, undertook a pioneering job to turn 

movie audiences into net paid circulation 

... to develop new techniques in advertising 
and public relations for the screen. 


RESULTS: During the last 16 months we 
have produced 15 pictures . . . have opened 
up approximately 5,000,000 theatrical cir- 
culation heretofore unavailable for com- 
mercial pictures . . . have developed theatre 
classifications now standard for the medium 
... have produced the first fan mail in the 
history of commercial movies. 


New frontiers exist in business today, just as 
they did in the 1870's, when James Walter 
Thompson first convinced magazine owners 
that they would not lose readers by agreeing 
to sell space to advertisers . . . 


Today, 70% of all movie theatres accept 
commercial movies (circulation: 45 million) 
... And today, among all advertising agencies, 
we are rendering the most complete motion- 
picture service—starting with the script and 
ending with the distribution of the film. 


* * * 


1/7 

We would appreciate an opportunity to dis- 
cuss with you this new and effective addi- 
tion to our services. For your convenience 
we suggest that you communicate with our 
nearest office, listed at right. 


Fuk 


Each Tuesday night at seven... 
90 members of our creative staff 
“go to the movies” in our New 
York Office auditorium ... study 
a new advertising medium. 





J. Walter Thompson Company 


NEW YORK 
MONTREAL 
BUENOS AIRES 
SYDNEY 


CHICAGO 
TORONTO 

RIO DE JANEIRO 
MELBOURNE 


ST. LOUIS SAN FRANCISCO HOLLYWOOD SEATTLE 
LONDON PARIS ANTWERP SAO PAULO 
CAPE TOWN JOHANNESBURG BOMBAY CALCUTTA 
LATIN-AMERICAN AND FAR EASTERN DIVISION 
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ITH MORE THAN 10,000 Rexall drug stores, of all sizes and kinds, 
each of which handles from 10,000 to 15,000 items, the United 
Drug Company has a tough educational job on its hands. 


Uniform high standards maintained by Rexall drug stores all over the 
country give ample evidence of the dexterity with which this problem 
is being handled. 


Among the sales educational instruments which United Drug finds most 
effective is the talking picture. The current showing of the picture, 


“In Your Town,” is assisting greatly— 


. to stép up attendance at 1940 Rexall State Club Conventions: 


. to present clearly and dramatically the modern operation of a suc- 
cessful Rexall drug store. 


There is nothing wrong with American business 


that better salesmanship can’t cure 


The JA M H A N D Y Onganization i 


Sales Meetings ® Slidefilms ® Talking Pictures @ Convention Playlets 
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* New York * Hollywood * Chicago * Detroit * Dayton * Boston * see 


19 West 44th Street 7046 Hollywood Boulevard 230 N Michigan Boulevard 2900 East Grand Boulevard 702 Mutual Home Building 258 Park Square Building 22 Shipley Str 
‘Anderbilt 6-529 HEmpstead 5809 STAte 6758 MAdison 2450 ADams 6289 DEVonshire 7174 Wilmington 4-240! 








